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Rough Proofs 


If this isn’t sheer imagination, 
Berkshire Knitting Mills’ new 
“sheer sheer” hosiery may seem 
to the customer very much like 
the kind that comes out of a 
bottle. 

+ 

“Experienced advertising repre- 
sentative with complete knowl- 
edge of eastern accounts” admits 
that he is planning to make an 
early change. Complete knowledge 
so often brings disillusionment. 

7 VF 

“Planning figures heavily 
saving, BAE survey shows.” 

Well, then, why doesn’t the Bu- 
reau of Agricultural Economics get 
back of Rough Proofs’ campaign 
for bigger and better piggy-banks? 

+  F 

“Manufacturer with appropria- 
tion under $500,000 annually seeks 
an agency with wide, emphasis 
wide, experience in merchandising 
and advertising cosmetics.” 

How far under? 


in 


y FF 

Old Gold is teliing readers and 
listeners to look for a treat and 
not a treatment in cigarets, and 
to forget all about the throat spe- 
cialists. 

Who was it featured the Reader’s 
Digest report on cigaret nicotine 
content not so very long ago? 

. 3 & 

Only one General Mills appli- 
ance will appear in 1946, ApvErR- 
TISING AGE reports. Everybody 
*nows how busy Betty Crocker 
sas been with all those new flour 
rec’nes the last few months. 

" FF = 

That advertising campaign for 
Miss Twinkle, to popularize cos- 
metics for children from two to 12, 
will include copy in the Journal 
of the AMA. It will probably in- 
form the doctors that to keep that 
baby skin you need something be- 
sides Ivory soap. 

7. Vv F 

Servicemen who know how to 
fly may now be able to break into 
the agency business. Sherman & 
Marquette has bought a Stinson 
plane which will carry its in- 
vestigators into markets its clients 
are interested in. 

= FF & 

A bulletin of the National Pub- 
lishers’ Association headlined an 
item to the effect that the Four 
A’s is interested in a 25% cash 
discount. Even if it were true, it 
would still look small alongside 
the new wage demands of the 
ITU. 

> 

Ira Rubel reports that rising 
costs are putting the squeeze on 
agency profits, and suggests less 
entertaining. Looks like shorter 
hours are in prospect for the night 
club and cocktail brigade. 

7 > ? 

Mutual says its tested programs 
include Special Investigator, House 
of Mystery, True Detective Mys- 
teries, Mystery Is My Hobby and 
Nick Carter. 

Bet they’re no mystery to Nick. 

vv¥sey’ 

Commenting on the appointment 
of three more vice-presidents by 
a Chicago agency, another of the 
breed says the title is no good 
unless it’s followed by “in charge 
of.” 

Copy Cus. 


Cold Wave Makers Unite 
to Protect Big Markets 


Research Planned 
to Refute Attacks; 
Ad Pace Maintained 


By JOHN B. MILLER 


CuiIcaco — The heat is off the 
cold wave now—but the manu- 
facturers of those permanent wave 
home kits and the beauty shop 
permanents, too, have banded to- 
gether to ward off any future at- 
tacks. 

The industry, which in a few 
years has mushroomed to a multi- 
million dollar business, took it on 


Dairy Association 
Readies Biggest 


Promotion Drive 


Cuicaco — More than 5,000,000 
dairy farmers throughout the 
United States will, through the 
American Dairy Association, con- 
duct a $1,000,000 promotional cam- 
paign for dairy products, the big- 
gest campaign the association has 
ever run. 

The campaign will begin in Sep- 
tember for a full year and will 
embody copy in national maga- 
zines, newspapers in 48 key mar- 
keting areas, principally in the 
East and Midwest. Half-pages in 
full color will run in Better Homes | 
& Gardens, Good Housekeeping, 
Ladies’ Home Journal and Mc- 
Call’s with a copy theme aimed 
at helpful hints to housewives in- 
cluding new recipes, meal prep- 
aration suggestions, while a reg- 
ular schedule in The Saturday 
Evening Post will stress merchan- | 
dising events being featured in> 
retail stores, such as uses for} 
cheese and fruit, “down dairy | 
food lane” promotions covering) 
every type of dairy food. | 

In addition to the magazine) 
copy, outdoor panels will be used | 
in the 48 national key market | 
areas plus newspaper copy in the. 
same areas. There will be tie-in 
copy from major producers of 
dairy items including Kraft, Ar- 
mour & Co., Swift & Co., Borden’s 
and others. 

Owen M. Richards, general 
manager of the dairy association, 
told AA that the association will 
not use any radio time except 
through tie-ins with programs 
sponsored by major dairy manu- 
facturers. Campbell-Mithun, Inc., 
Chicago, is the agency. 


Market Data? 


Info for Advertisers, 


Page 12, is a@ good 

source. Other features: 
Ad-libbing .......... on 
Admen Coming Back .. 40 
Editorials ....... von 
Feature Page . ..49 
Getting Personal .. . 42 
Obituaries . 62 


Photographic Review _. . 6l 
Private Lines ........ 38 
es do at in iin exe taeeee | 
Voice of the Advertiser 20 


the chin twice last month when it 
was assailed in the columns of 
both Good Housekeeping and the 
Journal of the American Medical 
Association. Now that their initial 
panic is over, most of the major 
companies have united in two 
separate groups—those serving the 
public and those catering to the 
beauty shop trade—to conduct 
their own joint research and mar- 
shal arguments to.combat any new 
critics. 

Advertising schedules in na- 
tional magazines, canceled hur- 
riedly when the editorial blasts 
were loosed, are being restored by 
the makers of cold wave home 
kits. Leading manufacturers be- 
lieve there is still room for plenty 
of expansion in this field, even 
though the feminine contingent 
now is buying and applying home 
cold waves at a rate estimated by 
one source at 10,000,000 a year. 
Foreign trade beckons, too. 


‘Potentially Dangerous’ 


Good Housekeeping led the at- 
tack on the industry with an 
article in its June issue saying 
that it cannot recommend the per- 
manent cold wave until the “po- 
tentially dangerous” solutions 
used are perfected ‘“‘so that we can 
regard them as entirely safe, and 

(Continued on Page 46) 


EYE-TESTER—Advance promotion for 
Selznick's “Duel in the Sun" includes 
this painted bulletin, which gives New 
Yorkers a chance to test their vision on 
copy arranged in the form of an op- 
tician's chart. A telescope across the 
street focuses attention with a sign 
reading “Do you need glasses to see 
‘Duel in the Sun?’ Take a free look 
now. 


Half of Major Accounts 
Changed In Five Years 


123 Top Advertisers 
Use 289 Agencies; 
Had 254 in 1941 


NEw YorK—Of 123 national ad- 
vertisers listed by the Magazine 
Advertising Bureau as spending 
$1 million or more each in maga- 
zines, newspapers and network 
radio in 1945 (AA, July 29), 72 


| changed agencies between April 
1941 and May 1946, ADVERTISING 
AcE finds in an analysis of these 
advertisers from five-years-apart 
‘issues of “Standard Advertising 
Register.” 

The 123 advertisers employed 
a total of 289 agencies for domes- 
tic advertising (Canadian and for- 
eign excluded) in 1946 and 254 in 
| 1941, an increase of 35. These 

(Continued on Page 58) 


Last Minute News Flashes 


Stanback Account to New Piedmont Agency 
SaA.issury, N. C.—Stanback Company has appointed the newly-or- 

ganized Piedmont Advertising Agency, Salisbury (AA, July 29) to 

handle advertising of Stanback headache powders, which are now be- 


ing promoted to the tune of $500, 
The company has just announced a new “headache sales re- 


spots. 


000 annually via transcribed radio 


liever plan” to druggists which it says will result in substantially in- 


creased headache remedy sales. 


Kellogg Brush Names Batten, Barton 
Boston—Kellogg Brush Mfg. Company, Westfield, Mass., maker of 
household brushes distributed through 75,000 retail stores, has ap- 


_ pointed Batten, Barton, Durstine & Osborn, Boston, as its agency and 
| plans an expanded advertising campaign, using national consumer 


magazines for the first time, in the fall. 


Gerber to Use 34 Magazines for Barley 

FREMONT, Micu.—Gerber Products Company will advertise its new 
barley strained cereal in its list of 34 magazines through Federal Ad- 
vertising Agency, New York. The schedule includes six full pages 
in color, five two-third color pages and 18 two-third black and white 


pages. 


Lord Davenport Pipes to Sweetser, Byrne 

New YorK—Lord Davenport Pipes, Ltd., New York, maker of Lord 
Davenport Magic Bit and other pipes, has placed its account with 
Sweetser, Byrne & Harrington, New York. 


(Additional News Flashes on Page 63) 


Sponsors Swinging 
fo Video; Sharp 
Gains Seen by Fall 


Ford-CBS Deal Cues 
Trend; 70 Hours 
Sponsored in July 


NEw YorK—The nation’s hand- 
ful of commercial television broad- 
casters, who sold a small but im- 
portant total of about 70 hours of 
time during the month of July, are 
optimistic over prospects of a 
sharp upswing in sponsored tele- 
casts during the fall and winter, 
a survey by ADVERTISING AGE dis- 
closes, 

Consensus of the video mer- 
chants perhaps was expressed by 
Paul B. Mowrey, the ABC net- 
work’s television chief, when he 
told the WLW summer radio and 
television institute in Cincinnati 
July 26 that “the nation’s great 
advertisers will accord far more 
support to television than the 
grudging collaboration they 
granted radio in its early years.” 

He saw “hopeful prospects of 
immediate commercial support for 
television, accelerated by the fact 
that our most progressive adver- 
tisers are anxious to familiarize 
themselves with this exciting new 
medium from the start, intent not 


so much upon resulting sales as 
‘experience and promotional im- 
_petus.” 


Trend Already Visible 


| “This fall and winter,” Mr. 
| Mowrey concluded, “will very 
likely see a preponderance of com- 
mercial support for video that 
‘radio did not enjoy until the end 
of its first decade.” 

An early boost in this direction 
developed late last week when 
CBS confirmed signing of a con- 
tract with Ford Motor Company 
and the Madison Square Garden 


CAB to Close, 
But Maintain 
Its Legal Status 


NEw YorK — Cooperative An- 
alysis of Broadcasting, which sus- 
pended its radio audience meas- 
urement reports July 31 (AA, 
June 24) announced Friday in a 
letter to members that the board 
of governors has recommended 
closing down CAB administrative 
operations “in view of a resolution 
passed by a joint committee of 
the ANA, Four A’s, and NAB.” 

“The board, however, recom- 
mend that the CAB retain its legal 
status.” 

The letter said that the resolu- 
tion already has been approved 
by ANA and Four A’s directors, 
and will be presented to the NAB 
board in August. This resolution 
requests the Advertising Research 
Foundation to undertake to estab- 
lish sound research standards and 
|a valid measurement technique 
for a continuous radio program 
service. 

Enclosed with the letter 


is a 


form to be used in ratifying or 
dissenting from the motion, with 
a request for its return by Au- 
gust 15. 
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Corporation whereby Ford will 
sponsor telecasts of all major 
sports events in the Garden this 
fall and winter except promoter 
Mike Jacobs’ prizefights (AA, July 
29). J. Walter Thompson Com- 
pany is the agency. 

This is Ford’s first plunge into 
video advertising. The deal also 
represents CBS’s second acquisi- 
tion in long-term television spon- 
sors. The only commercial pro- 


the week of July 8-14 when 
Standard Brands, Inc., which 
sponsors two shows running a 


_total of 75 minutes weekly on 
/NBC’s WNBT, New York, aug- 


|U. S. Rubber Company, through 
| Campbell-Ewald, paid for nearly 


'13 hours of telecasting, over a 
‘four-day period, of the Tam 


| O’Shanter golf tournament in Chi- 
mented this schedule through J. | cago. 


Facilities of the Balaban & 


Walter Thompson, by paying the | Katz station, WBKB, were used. 


toll on 28 hours and 14 minutes 
of “live” telecasting of the na- 
tional professional tennis cham- 
pionships at Forest Hills, L. I. 
During that week WNBT was on 


gram aired on the net’s New York ‘the air 34% hours, a new record 
outlet, WCBW, last month was) in telecasting by any U. S. station. 


Gulf Oil’s 15-minute weekly news, | 


Advertisers besides Standard 


which began June 20, ona 52-week Brands currently sponsoring 
basis. Advertisers who have used 'weekly programs on WBNT in- 
CBS for one-shot or two-time clude Gillette Safety Razor Com- 
video shows include General Mills | pany, average of two hours cover- 


and Lever Brothers. 
Others Get Sponsors 


Both ABC and NBC television 
experienced healthy shots of com- 


| 


‘ing Madison Square 


boxing 


_matches; Esso Marketers, 20 min- 


| utes; 


mercial sponsorship during July, | 


with NBC running up an impres- 
sive total 
of sponsored time — representing 
almost two-thirds of the total time 
sold by all television stations. 


of nearly 47 hours. 


Firestone Tire & Rubber 
Company, 15 minutes; Bristol- 
Myers, 15 minutes; RCA Victor, 15 
minutes; Botany Worsted Mills, 
1-minute weather reports; Bulova, 
Elgin and Waltham watch com- 


| panies, time signals. 


| 
| 


ABC got its stiffest shot of video 


Biggest windfall came during) sponsorship late in July when the 


Programs Five Stations 


WBKB was added to ABC’s 
video lineup early last month, 
making the network the first to 
program television shows for five 
stations. Already receiving ABC- 
produced programs were Du- 
Mont’s WABD, New York, and 
WTTG, Washington; General 
Electric’s WRGB, Schenectady, 
and Philco’s WPTZ, Philadelphia. 

While not yet operator of a 
television station of its own, ABC 
last week received an FCC con- 
struction permit for a station in 
Chicago and earlier had acquired 
a television CP for Detroit through 
purchase of the King - Trendle 
Broadcasting Corporation (AA, 
July 29). 

Aside from U. S. Rubber, ABC’s 


video sponsors during July were 


““...and will I get the IOWA territory?” 


More than ever today, Urban Iowa is a sales- 
man’s prayer! For lowa towns and cities have 


a stability of spending power that means con- 
tinuing profits . . . freedom from violent eco- 
nomic upsets. To cover this state-wide market 
at low cost, use the Des Moines Sunday Regis- 
ter. More than 70% of Iowa urban families— 
and more than 70% of Iowa wholesalers and 
retailers—read it faithfully. Put Urban lowa 
on your list with this No. 1 paper! 


THE DES MOINES 
REGISTER ann TRIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


ABC Circulation March 31, 1946: Daily 353,590 — Sunday 450,200 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 


the Gertz Department Store, Ja- 
maica, N. Y., which bought a total 
of two hours, using WABD, and 
the Elks fraternal order, which 
aired a half-hour film of its New 
York convention parade over 
ABC’s four eastern television out- 
lets. 

In June, however, ABC sold 
video time to five national adver- 
tisers, including Chevrolet, Alder 
shoes and A. E. Rittenhouse Com- 
pany. 

U. S. Rubber is among several 
advertisers regularly using Du- 
Mont’s WABD on a direct basis. 
In addition to a half-hour weekly 
program for the rubber company, 
WABD last month aired a 30-min- 
ute weekly show for the John 
Wanamaker Store, a _ half-hour 
show on alternate weeks for the 
Alexander Smith Carpet Com- 
pany, one-minute weather reports 
for Botany Mills, and time signals 
for Waltham and Elgin. 


Two Agencies Get Half Hour 


In line with a policy of en- 
couraging advertisers and agencies 
to experiment with the potential- 
ities of television, the DuMont 
station currently is giving a half- 
hour weekly to each of two agen- 
cies, Carr & Stark and the Caples 
Company, to produce.commercial- 
type programs. 

DuMont officials, optimistic 
over the probability of greater 
audiences through the sale of Du- 
Mont and other brands of receiv- 
ers expected to hit the market this 
fall, and the resulting growth in 
advertiser interest, have ambitious 
plans for the fall and winter 
months. 

These plans feature wide cover- 
age of sports events, particularly 
football and basketball games and 
boxing matches, for which spon- 
sorship is “practically assured,” a 
DuMont spokesman said. Du- 
Mont has been gaining experience 
in this field during the summer 
by telecasting boxing bouts at 
New York’s Ebbets Field. William 
Morris Agency claimed a first in 
handling the deal between the 
Zenith Sporting Club and DuMont 
to telecast these bouts; no talent 
agency had previously partici- 
pated in such a project. 


Gimbel Uses Philco 


Philco’s WPTZ, whicn did not 
start commercial telecasting until 
June, thus far has had only one 
sponsor—Gimbel Brothers Depart- 
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ment Store (AA, June 24) — but 
claims “terrific response” to the 
first six 30-minute weekly pro- 
grams televised for the store. 
Gimbels enjoyed an average 
weekly sales return of about 2% 
on the telecasts, Ernest B. Love- 
man, head of WPTZ, reported last 
week, basing the estimate on the 
Philadelphia area’s known 752 
television set owners and the 
number of Gimbels customers who 
actually mentioned seeing a prod- 
uct or service on the WPTZ shows, 
Like DuMont, WPTZ has not 
aggressively sought sponsors up 
to this time, preferring to “en- 
courage advertisers to learn how 
to use television,” a station official 
told AA. But WPTZ expects in 
September and October to “add 
quite a few” sponsors. ‘“Several” 
already have been signed. 


No Commercial Sales 


G-E’s WRGB has not yet at- 
tempted to sell time, but during 
July presented three hours and 55 
minutes of commercial-type pro- 
grams for a number of advertisers, 
including the New York Dress In- 
stitute, which wanted to experi- 
ment in television programming. 
The station has been offering its 
facilities and time to any organ- 
ization interested in trying out 
video, G. E. Markham, station 
manager, told AA. 

WOR, key Mutual station in 
New York, has been producing 
weekly programs on WRGB since 
late spring as a prelude to entry 
into video. WOR has authoriza- 
tion for a Washington television 
station and has applied for a New 
York station. 

All told, the FCC has authorized 
30 commercial video stations, 24 
of them this year. How many 
will get on the air before year’s 
end is problematical. But signs 
that television is at last picking 
up speed are not hard to find, an” 
the number of advertisers using 
the medium is felt certain to show 
a steady climb. 


Arnolt Names Phillips 


C. E. Phillips, formerly indus- 
trial and public relations director 
of Clark Equipment Company, 
Battle Creek, Mich., has been ap- 
pointed sales and _ advertising 
manager of the marine division of 
the Arnolt Motor Company, War- 
saw, Ind., manufacturer of Arnolt 
Sea-Mite marine engines, Ivalite 
spotlights, and Rol-R-Lift lifting 
bars. 


Superb Artcopy 
from Kodachrome! 


Again and again our customers tell us that ours are the only 
Kodachrome prints that consistently possess those qualities needed 


in artcopy for fine printing plates. 


Our many repeat orders tell us, more forcibly than words, that 
these users of color have found it better to work from our Chromart 


Prints than from Kodachrome 


transparencies. Our clients are 


major agencies, national advertisers, engravers and litho houses 


from coast-to-coast! 


Custom-fabricated to the size needed to fit your artwork, Chromarts 
make a dramatic presentation. Being on paper, they can be re- 
touched as desired. Best of all, platemakers obtain optimum repro- 


duction from fine “flat copy.” 


Chromarts, sir, are backed by 8 years of making color prints that 
are right for platemaking. Priced from $48 to $115. Write! 


Frank Miller Laboratories 


FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 
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Tomorrow an enemy could conceivably reduce 
great chunks of our continent or of Europe to a 
bleak, glacier-covered wilderness! 

Rear Admiral Luis de Florez, Deputy Director 
of the Navy’s Office of Research and Inven- 
tions—in an American Magazine article titled 
Weather—the New Super Weapon—describes for 


terrifying war weapons. As one of America’s out- 
standing authorities on modern warfare, he insists 
we no longer dare think of war in terms of 
outmoded tanks, ships and planes. In simple, 
forceful language, he offers his alternative to 
the horrors World War III could bring. You'll 
find it all in the September issue of The Ameri- 


you man-made weather and other equally can Magazine, on sale today. 


COLD FACTS 


Admiral de Florez knows that what he has to say about the 
weapons of World War III ,.. and how to avoid ever having to 
use them ... can reduce the possibility of another war—if the 
right audience is there to listen, 

That’s why this vitally important message appears in the 
pages of The American Magazine. 

For The American Magazine delivers —in more than 
2,500,000 homes — men and women who read with interest 
and understanding. ..who want to know what is going on... 
and are ready to do something about it. 


Important people are quick to write for The American) © °°" 
Magazine’s audience when they have something important to , 
say. Such an audience will respond to your advertising | 


message, too! » | he 
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Public to See | 
Color Television | 


NEw YorK— Columbia Broad- 
casting System, still indefatigably 
crusading for color’ television 
(AA, Mar. 11, Apr. 1, 8, 29), will 
seek popular support for this 
brand of video early this fall by 
staging a series of public demon- 
strations in New York, Philadel- 


phia and Washington. 


i é “Ee i 
ree SE ~, 


Dates have not been set, but it 
is expected that several half-hour 
shows will be televised for recep- 
tion on “about a dozen” sets to 
be placed at key locations in the 
three cities. General Electric is 
now manufacturing the receivers 
which will be used. 

CBS officials will be in atten- 
dance at each receiver to explain 
its workings to onlookers. 

The network hopes to have a 
“live” color camera in operation 
by the time the demonstrations 


are undertaken. Up to now all 


color transmissions have used 
film. 
Huwen, Zuk Form Agency 


Charles E. Huwen, formerly ac- 
count executive and copywriter 
for Homer J. Buckley & Asso- 
ciates, Chicago, and Sylvester Zuk, 
formerly art director of the same 
organization, have formed their 
own agency, Huwen & Associates, 
with offices at 7070 N. Clark St., 
Chicago 26. 


N. Y. Agency Moves 

Kermin, Thall & Lavelle, New 
York advertising agency formerly 
known as Kermin-Thall, has 
moved executive offices to 222 
Fourth Ave. 


Meteor Appoints Ellis 


The Meteor Mfg. Company, Buf- 
falo, manufacturer of Cheeslicer, 
has appointed the Buffalo office of 
Ellis Advertising Company to 
handle its advertising and pub- 
licity. 


Veuve got to make calls 
f you watt to ger 
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Farm Journat takes the bee-line to America’s most salubrious source of solid 


sales—the top half counties where most of our farm income is concentrated. 


That’s where more than 80% of Farm JourNav’s 2% million circulation can 


make your own hive thrive. And an extra bit of honey—Farm JourNAL has 


500,000 more subscribers than any other rural magazine . . 


are right where the money is. 


Farm Journal 


. and these, too, 


WORLD'S LARGEST RURAL MAGAZINE 
GRAHAM PATTERSON, Publisher . PHILADELPHIA 5 


Advertising Age, August 5, 1946 
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NEW M. O. DRIVE—With this page 
in Life, July 29, Zion Cooperative 
Mercantile Institution, Salt Lake City 
department store, launches a large new 


drive in 14 magazines for its fashion 
and food mail order service. 


Salt Lake Store 
Seeks Mail Sales 
via Magazine Ads 


SaLt Lake CiTy—Zion Coopera- 
tive Mercantile Institution, larg- 
est department store here and 


|} largest (Mormon) church-owned 
|store in the world, has instituted 


a large-scale advertising plan for 
its mail order operation. 

Starting with a full-page black- 
and-white insertion in Life, July 
29, the campaign will include an 
additional page in Life, Aug. 26, 
and other ads in Bride’s Magazine, 
Charm, House Beautiful, House & 
Garden, Ladies’ Home Journal, 
Mademoiselle, New York Herald 
Tribune Magazine, New York 
Times Magazine, Parents’ Maga- 
zine, Seventeen, Town & Country 
and Vogue, as well as several di- 
rect mail promotions. 

Zion’s expanded mail order op- 
eration employs 45 people and 
includes food specialties, as well 
as normal department store mer- 
chandise promoted in the open- 
ing ad. Fashion advertising is 
placed through Sterling Advertis- 
ing Agency, New York, and food 
advertising is placed through 
David W. Evans Advertising 
Agency here, 


Proprietary Group 
Adds Agency Reps 


New York—For the first time 
since its organization in 1935, the 
advisory committee on advertis- 
ing of the Proprietary Association 
of America has been expanded to 
include representatives of adver- 
tising agencies. It has formerly 
consisted only of manufacturers. 

Harvey M. Manss, vice-presi- 
dent of Sterling Drug, Inc., has 
been named committee chairman. 
Other members are Ben Duffy, 
Batten, Barton, Durstine & Os- 
born; Richard Compton, Compton 
Advertising; William Resor, J. 
Walter Thompson Company; Louis 
Brockway, Young & Rubicam; 
Harry H. Hoyt, Carter Products; 
Robert Brown, Bristol - Myers 
Company, and Stanley Morrell, 
Lambert Pharmacal Company. 

The committee will “attempt to 
set up rules for decency in copy 
and make suggestions that will 
tend to eliminate disparaging 
statements in advertising.” More 
than 100,000 individual pieces of 
advertising copy have been sub- 
mitted to the group since its in- 
auguration 11 years ago. 


Will Publish Directory 

Syndicate Store Merchandiser, 
New York, will publish a direc- 
tory of the variety store market, 
which will include seven individ- 
ual lists covering phases of busi- 
ness activity important to the va- 
riety field. Titled “Syndicate Store 
Merchandiser Directory,” it will 
be out early in 1947. 
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| isn’t intolerant. It isn’t 
unfriendly. It isn’t prejudiced. 

Hollywood isa practical working democracy! 

Why? Because in Hollywood the world’s 
finest artists and craftsmen are aligned side 
by side; personalities of different creed, 
race, language. 

All you are asked is: What can you do? 
How well can you do it ? 

On the studio lots, in the offices, con- 
struction shops, laboratories, on the sets, 
one hears a medley of tongues and accents. 
Here is a heartening example of democ- 
racy—democracy at work, with its sleeves 
rolled up. 

Hollywood isn’t smug. It isn’t static. 

Hollywood keeps informed on current 
events and trends. Examines critically the 
artistic output of other countries. Invites 
outstanding creative minds to work here. 
More important—Hollywood realizes its 
responsibility as the greatest universal medi- 
um of expression yet developed. It appreci- 
ates its power to influence and mould the 
tastes and opinions of the world. 

Hollywood isn’t selfish. Ina field that de- 
mands a certain degree of egotism in the 
- worker, the cooperative nature of the work 


automatically disciplines one’s ego. 


\ WHAT 
§ Holywood 


ISN T 


BY GREER GARSON 


METRO-GOLDWYN-MAYER STAR 


Hollywood isn’t self-centered. There 
is probably more intense competition here 
than in any other occupation. Artists, busi- 
nessmen and technicians work together 
with mutual esteem and consideration. Dif- 
ferences of opinion inevitably arise ; disa- 
greements; hot words. But Hollywood 
examines all angles of a problem—the artis- 
tic, the commercial, the industrial. And 
the majority wins. Truly the democratic way ! 

Hollywood isn’t a closed combine. No- 
where in the world is there greater equality 
of opportunity. Ability is the key to every 
door. Whatever his work within a studio, 
the worker gets as much or more than else- 
where. No goal is too high for a humble 
beginner. And along the road are helping 
hands, friendly advice, genuine rejoicing 


at the other fellow’s achievement. 


THE GREAT LADY—AT HOME AND AT EASE 


p : 


Before Advertising America can really know what Hollywood is, it must learn what Hollywood 


isn’t. As acknowledged spokesman of Hollywood and its people, the Citizen-News is proud to 


present this editorial advertisement by Greer Garson. . . acknowledged one of America’s film-finest. 


HOLLYWOOD 


Citizen-News 


AND ADVERTISER 


HOLLYWOOD, CALIFORNIA * National Representatives: STORY, BROOKS & FINLEY, INC. 


Hollywood isn’t a modern Babylon. It 
is a group of eager, hard-working, talented 
people. It is a thriving, well-planned indus- 
try, ranking FouRTH in the country and 
run with foresight and efficiency. Holly- 
wood has grown inaremarkably short time 
from a brash and irresponsible infancy to a 
powerful and significant industry. 

Since being brought to Hollywood, I 
have acquired the greatest respect for the 
men and women in the motion picture busi- 
ness ; and for the fundamental good sense 
of motion picture audiences everywhere. 
They have made Hollywood what it is. 

I believe that Hollywood’s democracy 
points the way in these anxious days to find 
a pattern for permanent peace. Hollywood 
shows what can be done when tolerance 


and equality of opportunity are every man’s 


Qeon 


birthright ! 


SN 


A QUICK PICTURE OF THE 
HOLLYWOOD MARKET 


The concentrated buying power 
of the Hollywood Trading Area 
[greatest in the Pacific Southwest] 
plus the density of Hollywood's 
population [second greatest in 
Pacific Southwest] explains why 
Hollywood rates: 


e| *17th in national drug sales 
*18th in national food sales 


*19th in national total sales 


This rich sales area is blank- 
eted only by the Hollywood 
Citizen-News and Advertiser. J 


*Source: 1939 U, S. Census of Business 
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Holds Prices, But 
Co-op Takes Loss 
of $55,000 


NEw YorK— The Cooperative 
League of the United States, de- 
claring that prices have increased 
nearly 20% in the 20 days follow- 
ing the veto of OPA and that pas- 
sage of the new law would not be 
able to roll back this increase, re- 
ports that consumer cooperatives 
in its membership are resisting 
higher prices even though taking 
a temporary loss. 

The League cites the case of 
the Central Cooperative Whole- 
sale, Superior, Wis., which re- 
fused to pass on to its local co- 
operative associations an increase 
in inventory price. In so doing, 
this cooperative took a loss of 
$55,000, its operations director re- 
ported. 

CCW did a business of $6.5 mil- 
lion last year and its associated 
cooperatives did a business of $25 
million. 


Hanly, Hicks Agency 
Names Spence V.P. 


Wells W. Spence has_ been 


|elected vice-president and a mem- 
| ber of the plans 
| board of Hanly, 
|Hicks & Mont- 


fgomery, Inc., 
|New York 
| agency. 


Mr. Spence 
| recently joined 
| the agency after 
| four years with 
| Sterling Drug, 
| Inc., where he 
was advertising 
manager of the 
Centaur divi- 


W. W. Spence 


sion. Previously, he was with 
Young & Rubicam. 
Bloch Changes Set Up 


The H. George Bloch Advertis- 
ing Company, St. Louis, has be- 
come a corporation and has moved 
to larger quarters in the Shell 
building. Officers of the company 
are: H. George Bloch, president; 
Roy S. Lang, vice-president; D. F. 
McCaskill, secretary, and L. C. 


Bloch, treasurer. 


en aes 


NY Representative 
Sets Up Audit for 
Philippine Papers 


| NEw YorK—World Agency Rep- 
 heeecgonggaint ss Inc., representative 
for a group of Philippine news- 
papers, has established a circu- 
lation audit for its own news- 
papers and is now engaged in the 
|formation of a Philippine audit 
bureau of circulations. 

The group represents the Ma- 
nila Times, an English daily; 
Sinag-Tala, a tri-monthly pub- 
lished in Tagalog; the Chinese 
Commercial News, a Chinese lan- 
guage daily; Commerce, Manila 
business monthly; the Philippine- 
American, a general monthly, and 
United Comics, a 16-page comic 
weekly. 

In addition to these papers, the 
Manila Post, which is not repre- 
/sented by World, is also audited 
by the firm engaged by Robert H. 
Barrett, president of World, to 
audit World papers. Mr. Barrett 


ta? 


has taken the lead in attempting 
to form the Philippine ABC. 


Hughes Uses Magazines 
for All-a-Round Brush 


Hughes Brush Company, New 
York, will introduce its new All-a- 
round brush in November and 
December issues of national maga- 


zines, including Cosmopolitan, 
Charm, Glamour, Good House- 
keeping, Mademoiselle, Redbook, 


This Week, and Vogue. 

The brush has nylon bristles 
all around a Lucite handle, and 
is packaged in a round cellophane 
box. Hanly, Hicks & Montgomery 
is the agency. 


Prints House Organ 


A new house organ, “The Merri- 
Mac,” is being published for the 
employees of MacGregor Golf, 
‘ne., Cincinnati. Robert D. Rickey, 
advertising director of the com- 
pany, and Russell Bennett, per- 
sonnel director, are co-editors. 

William J. McNulty has been 
2lected vice-president of the com- 
2any and will continue as general 
nercnandising manager. 


ANS, 


BUYING INGO 


NEW. 


ORLEA 


HOUSTON 


of this rich market. 


Reach It — Tell It — Sell It 


with the brilliant new 


TIMES PICAYUNE 
NEW ORLEANS STATES 


Colorgravure Magazine 


Here at last is the perfect medium for your advertising 
in the Deep South. No other newspaper, no other maga- 
zine, no other supplement, can give you such dominance 
Each Sunday 32 or more pages in 
full color, spot color, duotone and monotone, are read in 
9 out of 10 New Orleans homes, plus 100 thousand trade 


territory homes! 


THE TIMES 


PICAYUNE 


NEW ORLEANS STATES 


NEW YORK @ CHICAGO @ DETROIT @ ATLANTA @ SAN FRANCISCO 


Representative 
JANN & KELLEY, INC. 


Advertising Age, August 5, 1946 


First Negro Model 
Agency Opened 
in New York 


NEw YorK—The opening of the 
first all-Negro model agency was 
announced here this week, as 
Brandford Models held a fashion 
show at the Hotel Astor. 

The agency is the brainchild of 
Edward Brandford, sometimes 
called the foremost Negro com- 
mercial artist. Mr. Brandford, who 
was born in Jamaica, B. W. IL, 
and educated at Cooper Union 
Art School in New York, has op- 
erated his own art studio at 55 
W. 42nd St. for several years, 
and the new model agency will 
be located at that address. 

With Mr. Brandford in the 
agency’s operation are Mary 
Louise Yabro, formerly a stylist 
for Arnold Constable & Co., New 
York, and Barbara Watson, a 
stage and radio actress. Miss 
Yabro is not colored. 


Actor Opens Show 


Probably no fashion show in 
years had such a hushed opening. 
Canada Lee, Negro actor cur- 
rently appearing in “On Whitman 
Avenue,” made the opening speech, 
and referred to the agency’s in- 
auguration as “an historic inci- 
dent,” and “the beginning of 
something we Negroes have 
known should have existed for a 
long time.” 

Mr. Brandford referred to the 
establishment of the agency as “a 
turning point in the lives of Ne- 
groes.” Advertising agencies, he 
said, have not been able to sell 
the Negro market properly, since 
their copy lacked the punch of 
messages directed specifically to 
Negroes. 

Most of the models currently 
working for the agency are stu- 
dents in New York colleges, and 
reporters were told regretfully by 
Miss. Watson that “one of our best 
models couldn’t make the show. 
She had a lab at Columbia she 
couldn’t cut.” 


‘Bazaar’ and ‘Vogue’ 
Launch Vanderbilt Line 


Gloria Vanderbilt Corporation, 
New York, will launch its line of 
cosmetics and perfumes to con- 
sumers with initial advertisements 
breaking next month in Harper’s 
Bazaar and Vogue. Black-and- 
white and color pages will run 
throughout the remainder of the 
year, with a new 1947 schedule 
to be determined later. 

The corporation opened its sa- 
lon at 15 E. 60th St. to the trade 
on July 17. No retail business 
will be done by the organization, 
and distribution will be, says copy 
in Beauty Fashion and Women’s 
Wear Daily, through ‘a limited 
list of better shops, department 
stores and specialty houses enjoy- 
ing an established fine clientele.” 
Perfume will sell at $17.50 the 
half-ounce, and lipstick, in an en- 
graved metal case, at $1.50. Kud- 
ner Agency, New York, has the 
account. 


Name Hollywood Agency 

Smith, Bull & McCreery, Holly- 
wood, has been appointed to han- 
dle the advertising of Sho-form 
Brassieres of Hollywood, using 
|business papers and women’s 
| magazines, and California Tubu- 
lar Products of Los’ Angeles, 
|plumbing supplies manufacturer, 
‘using business papers and direct 
mail. 


Offers Commission 


Industry & Welding and Indus- 
| tria Y Soldadura, published by the 
|Industrial Publishing Company, 
|Cleveland, are offering a 15% 
|agency commission. Occupational 
| Hazards will become commision- 
'able with the Jan. 1, 1947, rate 
| card, when the magazine will have 
'a new size of 8% x 11% inches. 
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Bay sane 


. « » THE HOUSTON CHRONICLE'S 
Clailing W/E, 
SUNDAY ROTOGRAVURE 


MAGAZINE. 


THE HOUSTON CH 


Rotogravure 


roe VUGE (06 bell: 


Another first for The Houston Chronicle! 

This sparkling new rotogravure magazine 
has been spelniened by readers and 
approved by advertisers. Edited locally, 
its pleasing appearance and high reader 
interest ring the bell. Advertisers have 
been quick to recognize the 


selling power of this new 


medium. In fact 


ALL JULY AND AUGUST ISSUES 
HAVE BEEN COMPLETE SELL-OUTS! 


Take advantage of this added 
selling power in the rich 


Houston market. Write direct or 


communicate with our 
We suggest early space reservations 


toe felt and eiieet teen representatives for full details. 


The Houston Market is sold 
when your story is told 
1 eee in The Chronicle 


R. W. McCARTHY 


THE BRANHAM COMPANY 
National Advertising Manager National Representatives 


"Fey In CIRCULATION and ADVERTISING for the 33rd CONSECUTIVE YEAR 
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Human Frailties 
Cited in Agency 
Promotion Copy 


NEw YorK—The old sterling 
virtues are taking a licking to- 
day, Schwab & Beatty, New York 
agency, believes, and says so in 
its weekly promotional copy in 
the New York Times. 

“The general trend of our 
time,” the copy said, in chart 
form, “is toward a preference for 
success, spending, restlessness, 
self-indulgence, desire for the 
new or novel, show, dependence, 
gregariousness, luxury, ostenta- 
tion, easy generosity, and quick 
impressions instead of integrity, 
saving, rest, self-discipline, af- 
fection for the old and tried, so- 
lidity, self-reliance, solitude, sim- 
plicity, restraint, wise giving and 
genuine thought.” 

Victor O. Schwab, president of 
the agency, told AA that the copy 
was based on observation, .rather 
than on research. “We have quite 


a few correspondence and mail 
order accounts,” he said, “and we 
get a rather accurate picture.” 


FC&B Promotes Melvin 


Jack Melvin, former Hollywood 
publicist who joined Foote, Cone 
& Belding’s West Coast office last 
March, has been appointed direc- 
tor of publicity of the agency. He 
will continue to make headquar- 
ters in Hollywood. A. R. Finley, 
formerly with Fuller & Smith & 
Ross, has joined FC&B’s Los An- 
geles office as an account exec- 
utive. 


Fawcett Paper Moves 


Editorial offices of Mechanix II- 
lustrated, New York, published by 
Fawcett Publications, have been 
moved from 52 Wall St. to 347 
Madison Ave. 


Edro Appoints Berger 

The Edro Mfg. Company, New 
York, costume jewelry, has ap- 
pointed Alfred Paul Berger Com- 
pany, New York, to handle adver- 
tising. National fashion maga- 
zines, business publications and 
direct mail will be used. 


Most ‘Economics’ Books 
Found Anti-Advertising 


A recent survey of all books 
cataloged in the New York Public 
Library under the heading, ‘“Eco- 
nomics of Consumption,” revealed 
that about 60% are anti-brand or 
anti-advertising, Henry E. Abt, 
managing director of the Brand 
Names Research Foundation, New 
York, told a luncheon meeting of 
the Portland, Ore., Chamber of 
Commerce recently. 

Of the 48 books listed, 13 were 
anti-brand, 16 anti-advertising, 3 
for brands and advertising, 4 non- 
committal, and 12 revealed no 
pertinent brand or advertising 
attitude, Mr. Abt said. 


Orlando Papers Appoint 


Orlando Newspapers, Inc., Or- 
lando, Fla., publisher of the Senti- 
nel and Star, has appointed Burke, 
Kuipers & Mahoney, newspaper 
representative, effective Aug. 1. 


May Joins Rader Agency 
Harriet A. May has_ joined 

Cooper Rader Advertising Agency, 

Hartford, as copywriter. 


Ai over the world, our service men were quick to 
see that ‘‘the natives" are human beings... human 
beings with needs and desires and ambitions fun- 
damentally like our own. They discovered that 
‘foreigners’’ take to our products, games, equip- 
ment and machinery — with amazing ease. 

If we remember this lesson, we go forward. We 
can look forward to export sales—for years to 
come — at twice their pre-war volume. 

If we forget this lesson, we probably go back 
to our pre-war sales of manufactured products of 
approximately 11 billion dollars a year. Not little 
— not too much. For many firms, actively cultivating 
their sales abroad, this represented an average 


The lesson our service men 
4 learned abroad 


of two months’ production every year—and a 
good counterbalance to domestic sales. 

The present economic situation in many coun- 
tries is particularly favorable for the manufacturer 
who decides to enter them now. 

For 68 years, American Exporter has been the 
leading trade medium for American firms seeking 
foreign sales. Our long experience, our foreign cor- 
respondents, and our highly selective circulation 
methods enable us to render many valuable, prac- 
tical services—in addition to our publishing function. 
We invite the opportunity to consult with you and 
to place at your disposal our information on cur- 
rent export possibilities in regard to your product. 


AMERICAN EXPORTER 


ESTABLISHED 1877 


ano AMERICAN EXPORTER-INDUSTRIAL 


Johnston Export Publishing Company 


386 Fourth Avenue 


PHILADELPHIA CLEVELAND 


CHICAGO ST. LOUIS 


New York 16, N. Y. 
SAN FRANCISCO 


LOS ANGELES — 


We have never given rebates 
to eye physicians—and never will 


W response te inquiries relating te rebates, and 

in justice to the eye physicians we serve, te 
eur patrons, and te ourselves, we bere state 
briefly the established policy of this 60-year-old 
institution: 


When your eye physician directs you te ws. 
he dees se only in what he believes te be your 
own best interest. WO EYE PHYSICIAN EVER HAS 
RECEIVED FROM US, DIRECTLY OR INDIRECTLY. 
1 ANY WAY, ANY PART OF THE MONEY PAID 
US FOR GLASSES, And we intend te adhere strictly 


te this policy. % 


(08 8. WABASH AVE. 
6S Ls SALLE SrAter 


al 


1646 ORAINGTON AVE, EVANSTON 


STATES POLICY—Almer Coe, one of 

Chicago's leading optical companies, 

placed this copy in newspapers to tell 

its position in the Justice Department's 

recent inquiry into rebates to eye 
physicians. 


Retailers Putting 
Little into Radio 


NEw YorK—‘“Somewhere some- 
body is failing to give radio the 
proper push insofar as retail ad- 
vertising is concerned,” a National 
Retail Dry Goods Association 
spokesman concluded after look- 
ing at the results of an NRDGA 
survey of U. S. retailers’ use of 
radio. 

The study showed that only two- 
thirds of the stores sampled used 
radio at all, that retailers as a 
whole allocate only a fraction of 
their advertising budgets to ra- 
dio, and that results expected by 
most stores are an ‘increase in 
general prestige rather than an 
immediate sales return. 


Musical Programs Lead 


More than half of the time pur- 
chased by stores went for musi- 
cal programs, household pro- 
grams were second in popularity, 
and spot announcements third. 

(In Washington, Frank E. Pel- 
legrin, director of broadcast ad- 
vertising of the National Associa- 
tion of Broadcasters, told AA that 
the report on the Joske clinical 
radio test, reviewing the activities 
of a major Texas department store, 
is now at the printer and should 
be released within two to three 
weeks. 

The Joske test was conducted 
throughout 1945, with the store, 
an Allied Purchasing group mem- 
ber, and NAB cooperating to 
measure the effectiveness Of de- 
partment store radio adverttis- 
ing.) 


Advertising Age, August 5, 1946 


Department Store 
Sales in July 
Continue High 


CuHiIcaco — Department -store 
sales in the United States in the 
third week of July were 27% 
higher than in the same week a 
year ago. This gain was about 
the same as shown for the first 
part of July, lower than year-to- 
year gains in April, May and June, 
but higher than gains registered 
last winter. 

Federal Reserve Board figures 
for individual cities show that 
highest sales increases developed, 
the week ending July 20, in St. 
Joseph, Mo., up 46%; San Antonio, 
44%; Salt Lake City, 42%; Syra- 
cuse, 40%; and Newark, 38%. 
Highest gain for a district was 
that in the Texas (llth) area 
where sales went up 33%. 

In the first six months this year, 
the New York (second) district 
has shown the highest sales gains, 
its increase about 8% greater than 
the average gain of over 26% 
throughout the nation. The Min- 
neapolis (ninth) district has had 
next highest department 
gains. Smallest increases over a 
year ago, since the first of the 
year, have been in the Boston 
(first), Richmond (fifth) and San 
Francisco (12th) districts. 

In the Chicago (seventh) dis- 
trict, sales in the third week of 
July, while up 28% over the cor- 
responding week last year, 
dropped 7% from the previous 
week, in a seasonal decline. 


Changes Trim Size 
Effective with the September, 
1946, issues, Communications and 
Service, both published by the 
Bryan Davis Publishing Company, 
New York, will have a new trim 
size of 8%x11% inches, bleed 
plate size of 834 x 11% inches and 
type page size of 7x 10 inches, 


NRFA Appoints Oliver 

James P. Oliver, formerly price 
executive of the consumer goods 
distribution branch of OPA, and 
previously with A. C. Nielsen 
Company, has been appointed 
manager of the merchandising di- 
vision of the National Retail Fur- 
niture Association, Chicago. 


Scheibner Moves . 

Hugo Scheibner, Inc., has moved 
its San Francisco office to Suite 
701, 26 O’Farrell St. 
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Excluding colored funnies, brown sections and magazines, 
Cincinnati daily newspapers, during the five months ending 
in May, carried the following general display linage: Times- 
Star, 1,063,278; other evening paper, 681,620; morning 
paper, 483,959; Sunday paper, 239,698. 


Owners and operators of Radio Station WKRC 


7. 
333 North Michigan Ave. 
ff Fred D. Burns, Mgr. 


Cincinnati 
bakes a Cake 


Interest in all things culinary runs oven hot in Greater Cincin- 
nati during the nine days when the Pure Food and Health 
Exposition is host to more than a quarter-million men and 
women from 30-odd states . . . and when the Times-Star 
Cooking School instructs and entertains 50,000 women at 
the same time. The self-rising enthusiasm with which public 
and merchant alike welcome the Food Show and Times-Star 
Cooking School are in no way different from the currency 
and courtesy treatment Greater Cincinnatians accord all good 
things. Wise advertisers profit from this buoyant enthusiasm 


by advertising their products to Cincinnatians. 


HULBERT TAFT, President 
and Editor-in-Chief 


( s1mes-st AR ADVERTISING OFFICES: 


NEW YORK 17, N.Y. 
60 East 42nd Street 
Albert H. Parker, Mgr. 


CHICAGO 1, ILLINOIS 


joe = kat dan bt 
n E, Lutz, ic 

1 dre Rs IN ADVERTISING 435 North Michigan Ave. 4 
AND DAILY CIRCULATION \. 
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FCC Builds Fire 
Under Balky FM 
Permit Holders 


WASHINGTON—The Federal Com- 
munications Commission is build- 
ing a fire under balky holders of 
construction permits for new fre- 
quency modulation stations. 

Reporting it has found that FM 
permit holders have “in some in- 
stances been dilatory in the plan- 
ning and construction of their FM 
stations, and in providing an FM 
broadcast service at an early date,” 
the FCC announced it has begun 
questioning these permittees as to 
specific steps they are taking to 
get into operation. 

Questionnaires being mailed to 
permittees ask full details on the 
progress of their preparations to 
get on the air. 

The commission warned that it 
not only expects FM station con- 
struction “be carried forward ex- 
peditiously,” but also “expects 
permittees to use interim equip- 


,ment to provide an early FM serv- 


ice and to install remaining equip- 


ment as rapidly as it becomes 
available.” 
Meanwhile, holders of condi- 


tional grants were advised that 
the 90-day permit originally spe- 
cified within which additional en- 
gineering material could be sup- 
plied “is no longer necessary, and 
it is expected that engineering ma- 
terial or other information, when 
requested, will be supplied within 
a maximum of 30 days there- 
after.” 

“Undue delay” in furnishing 
such information will prompt the 
FCC to “review the grant to de- 
termine whether the application 
should be designated for hearing 
and the grant canceled.” 


Rapin Joins BSF&D 


Gerald W. Rapin, who during 
the war was organizer and man- 
ager of aircraft training at the 
Packard plant in Detroit, has 
joined the Detroit office of Brooke, 
Smith, French & Dorrance, in a 
creative capacity. 


ye 


G. Washington Stays 
at Ruthrauff & Ryan 


American Home Foods’ G. 
Washington coffee account, which 
had been considering the possi- 
bility of moving from Ruthrauff 


& Ryan to Sullivan, Stauffer, Col- |’ 


well & Bayles (AA, July 1), has 
notified both agencies that the 
account will remain at R&R, H. W. 
Roden, president, told AA. 

Meanwhile Whitehall Pharma- 
cal Company division of American 
Home Products is still discussing 
the possibility of switching the 
Anacin account from R&R to 
SSC&B, but no decision has been 
reached. 


Two Name Erwin, Wasey 


Arctic Feather & Down Com- 
pany, Seattle, manufacturer of 
Feather Foam down-filled outdoor 
clothing for men and women and 
down-filled pillows and comfort- 
ers, and Eddie Bauer, Seattle 
sporting goods and mail order 
company, have appointed the Se- 
attle office of Erwin, Wasey & Co. 
to handle their advertising. Na- 
tional magazines will be used by 
both. 


market offers today 


what Southern Agriculturist’s , 


Farmers in the south 


have 35.6% of total 
SPENDABLE 


INCOME 


of Agricultural U. S.* 


66 

= INCOME” means just what it 
says, income over and above the cost of 
production and living. Southern Agricul- 
turist’s market has more than 1/3 of all 


spendable farm income in the United 
States. 

What a whale of a sales opportunity— 
$4,439,270,000! 


Southern Agriculturist reaches this rich 
sales market intimately. It has been the 
Southern farmers’ friend for over three 
quarters of a century. Over 961,000 South- 
ern farm families read it today. 


ql 


Sa 


(Tne 
RICULIURISTE 


*Source: Crops and Mar- 
kets, U. S. Department 
of Agriculture, Oct. 1945 
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Study Predicts 
More Air Travel; 
Fear Is Obstacle 


PHILADELPHIA—While the gen- 
eral ‘public is generally enthusi- 
astic in its acceptance of airplanes 
as a mode of travel, fear and lack 
of opportunity are the major cur- 
rent obstacles to flying. 

Curtis Publishing Company 
interviewed 8,000 people to get 
their reactions to air travel and 
found 43.8% declaring that fear 
and the feeling of too much risk 
had kept them on the ground. 

About 45.8% plan to travel by 
airline in the future, speed being 
far and away the most important 
factor. Fear will decrease as an 
obstacle as the older generation 
gives way to a younger group 
which accepts the airlines as a 
normal mode of transportation, the 
answers show. 

The survey shows that private 
flying is getting wide acceptance, 
but also indicates that most peo- 
ple have little or no idea about 
the cost of owning and operating 
a plane. More than 41% of those 
wanting to buy planes would not 
be willing to spend as much as 
$2,000 for one. Another 39% 
would pay no more than $3,000. 
(Most small aircraft, delivered, 
cost from about $2,500 up). Most 
potential buyers indicated that 
they would not be willing to pay 
more than $600 annually for all 
expenses including insurance. 


Discuss Defense Needs 


The survey also pointed out that 
sales of private planes will be re- 
tarded until there are, more air 
strips and landing fields, but it 
was also indicated that these 
would probably be forthcoming as 
demand increased. 

A majority of those interviewed 
look upon the air forces as the 
most important branches of the 
armed service, and 88% said that 
they do not consider natural bar- 
riers of water and distance as ade- 
quate protection for the United 
States against enemy attack. All 
but 4% feel that the government. 
should spend money keeping up 
to date on aircraft research and 
development while 70% feel that 
airplane makers should be as- 
sisted financially by the govern-~ 
ment in experimentation and in- 
vention for military aircraft. 

The survey was conducted by 
the research department of the 
Curtis Publishing Company for 
The Saturday Evening Post. 


Three Name Brewer 


The Cargill, Inc., Minneapolis, 
Cook Chemical Company, Kansas 
City, Mo., and region eight of the 
War Assets Administration have 
appointed Bruce B. Brewer 
& Co., Kansas City, Mo., to han- 
dle their advertising. Farm pub- 
lications, radio and outdoor pos- 
ters in five northern states will be 
used by Cargill. Newspapers, ra- 
dio and farm publications through- 
out a nine-state area will be used 
by Cook for its line of DDT prod- 
ucts and “10 68” wonder spray, 
which will be advertised as a suc- 
cessor to DDT. Newspapers and 
spot radio will be the chief media 
for the WAA campaign. 


Combs Joins Designers 

Nelson R. Combs, recently re- 
leased from the Navy after five 
years’ service, has been appointed 
director of advertising and public 
relations of Designers for Indus- 
try, Cleveland, succeeding Ben M. 
Sternberg, who has joined Blaine 
Perrigo Associates. Prior to the 
war, Mr. Combs had been asso- 
ciated with Lord & Thomas, Time, 
Inc., and Natural Sugars, Inc., 
New York, where he was assistant 
sales manager. 


Moves Art Studio 


The art studio of the Superior 
Engraving Company has. been 
moved to 107 W. Wacker Dr., Chi- 
cago. The engraving plant re- 
mains at 215 W. Superior St. 


Advertising Age, August 5, 1946 
Plans Trade Directory 


A new home furnishings trade 
directory, which will include fur- 
niture, floor coverings, bedding, 
appliances, fabrics, shades, blinds, 
gifts, artwares, housewares, wheel 
goods, operating supplies, and 
equipment, is being prepared by 
the National Retail Furniture As- 
sociation, Chicago. The directory, 
which will be published Sept. 1, 
and will sell for $12.50 before and 
$15 after publication, classifies 
and indexes 12,000 products made 
by 6,000 home goods manufactur- 
ers, and gives more than 120,000 
product supply sources. 


Names McElroy 


John McElroy, formerly in the 
sales promotion department of 
Standard Brands, New York, has 
been named assistant advertising 
manager of the Copperweld Steel 
Company, Glassport, Pa. 


Rothwell Joins Ellis 

Alice Halliday Rothwell, for- 
merly with Baker, Cameron, Soby 
& Penfield, Hartford, has joined 
the Buffalo office of Ellis Adver- 
tising Company as head of the 
copy department. 


(NO. 8 IN A SERIES) 


The 
Atpany Story 


‘ ALBANY 
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The Base for 
Balanced Coverage 


e The TIMES-UNION combination 
affords the most thorough cover- 
age of the A.B.C. City Zone, 
blanketing the City Zone fami- 
lies. The milline rate is lowest 
for this combination. 


e This thorough coverage of the 
City Zone is not obtained at the 
expense. of coverage of the lucra- 
tive Retail Trading Zone. 


e@ The Retail Trading Zone con- 
tains 74% of the Effective Buy- 
ing Income of the Albany 
Market total. This area can be 
thoroughly covered only by ad- 
vertising in The Times-Union. 


e By providing 54% coverage of 
this zone, The Times-Union com- 
bination provides advertisers 
with the highest coverage af- 
forded by any one paper. 


ALBANY IS 
"BEST FOR YOUR TEST" 


The Times-Union is read by over 47,000 


families each morning, and over 100,000 
families each Sunday. 


] Wbany | = 
. IMES-t NON 
A HEARST NEWSPAPER 
Represented Nationally by 


HEARST 
ADVERTISING SERVICE 
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The Hearst Newspapers 


have long sounded the alarm against the 


RED oth COLUMN 


S’ NES 


NST TE Me 
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**Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can 
be done, but whether it ought to be done, 
and if it ought to be done, to so exert the 
forces of publicity that public opinion will 
compel it to be done.”’ 


In 1933 the Hearst Newspapers urged the New Deal 
Party to reject the communistic beliefs of certain 
Fellow Travelers high in its councils, 


In 1935 the Hearst Newspapers reported that the 
Red 5th Column was so strongly entrenched in the 
Federal Relief Administration that, by its own boast, 
“investigation would be futile.” 


“THENEW DEAL'S 
COMPLACENCY 
ABOUT IT ALL. 
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In 1939 the Hearst Newspapers reminded the admin- 
istration that Russia’s promise to desist from com- 
munist propaganda in the United States had not been 
and would not be kept. 


In 1941 the Hearst Newspapers disclosed that 1254 
Russians, mostly Communists, who had been ordered 
deported were still living on the fat of our lend. 


In 1942. the HearstN ewspapers warned “dissolution” 
of the U. S. Communist Party meant nothing while 
the American Labor Party remained. 


In 1945 the Hearst Newspapers deplored the re- 
ported reversal of the rule barring Reds as officers 


in the U. S. Army. 


In 1946 the Hearst Newspapers declared the differ- 
ence between the Red spies in the U. S. and Canada 
was that Canada was doing something about them 
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The Squeeze Is On 


No one reading the news can 
doubt that the 1941-46 equivalent 
of the “era of wonderful non- 
sense,” when anything went, is 
rapidly drawing to a close. The 
day when any practice was legiti- 
mate to get production, and when 
waste and cost were in many Cases 
synonymous, is ending. From here 
on out the entire economy is cer- 
tain to be squeezed between 
sharply rising costs and a grow- 
ing reluctance to pay sharply ris- 
ing prices. 

What this means for production 
executives is obvious, but even 
more obvious is what it is likely 
to mean for those charged with 
distribution, marketing and ad- 
vertising duties. 

As labor, material and all the 
components of producing goods 
and services move upward, there 
will be efforts all down the line 
to put the greatest squeeze play 
in history on the cost of the dis- 
tribution, in an attempt to hold 
prices down to competitive levels. 
Much of business has never been 
convinced that distribution costs 
are valid costs, anyhow, and here 
and there some board of directors 
is sure to get the idea that one 


way to reduce over-all costs is to! 
cut sharply into non-manufactur- | 
|operate on a more efficient basis. 


ing costs, including advertising 


and promotion. 

Every marketing man knows 
that such a practice is suicidal, 
but under existing circumstances 
it is not going to be enough for 
marketing men to know this. They 
must be willing and able to con- 
vince business generally that such 
a course is the surest way to busi- 
ness death, and they must be able 
to prove their contentions. 

The present situation means 
that, in a more important sense 
than ever before, hunches, guess- 
work and pure hoopla in advertis- 
ing and promotion won’t be good 
enough. It is still not possible to 
put a promotional campaign to- 
gether in the same way that 
chemicals are mixed in a test tube 
so as to produce guaranteed, uni- 
form results, but it will be more 
vital than ever that marketing, 
advertising and merchandising be 
based on sound, scientific, proven 
techniques which can be demon- 
strated to be efficient and reason- 
ably clear of waste. 

Whether the cost of distribution 
goes up or down in relation to 
total costs is relatively unimpor- 
tant. What is important is that 
all possible waste be squeezed out 
of the distribution process, and 
that the entire marketing function 


It’s Still ‘More for Less’ 


Some months ago we pointed 
out in these columns that the one 
all-important aspect of current 
labor -management difficulties is 
the inclination, on too large a part 
of the population, to assume that 
higher wages for less work provide 
the answer to our economic ills. 

Much of the difficulty for this 
state of affairs lies with the in- 
ventors of money, and the untold 
generations of people who have 
come to regard money as wealth, 
instead of as merely a convenient 
symbol for wealth. Wealth is pro- 
ductive capacity at work, 


Wages are merely a symbol of the 
amount of wealth the worker has 
produced. 

If we all work only one day a 
week and get $100 each for our 
efforts, ~we’ll all have a lot of 
money. But we certainly won’t 
be wealthy if our total output adds 
up to only one-fifth as many pairs 
of shoes, automobiles and houses 
as we want and need. If wages 
go up 100% and the productive 
capacity per man-hour stands still 


not | 
wages in a pay envelope. The} 


we haven’t created 
We have merely 


or declines, 
any wealth. 
raised prices. 

Any attempt on the part of 
labor, or any other segment of the 
population, to get greater returns 
for its efforts on the basis of the 
amount of productive wealth it is 
producing is sound and sensible, 
no matter how much it may irk 
certain individuals. But, by the 
same token, any attempt by labor 
or any other segment of the popu- 
lation to get greater returns with- 
out putting more work into the 
productive pot is nonsensical. 
What all of us get depends ulti- 
mately on how much we create, 


\of GU. 


and it is axiomatic that we can’t | 


get more unless we create more. 

As Robert Vanderpoel, Chicago 
Herald - American financial editor 
said the other day: 

“A great deal of employment 
and only a moderate amount of 
goods will mean simply that there 
will be less to go around and our 
standard of living must inevitably 
suffer. We should fight this just 
as we would a plague.” 


—Mechaniz Illustrated Magazine for July 


“We now bring you one minute of absolute silence sponsored by the Acme 
Noiseless Typewriter Co." 


Technique 

We have been reading with in- 
terest a new mailing piece from 
Consumers’ Union, one which 
headlines “Do you know that: 
you can buy aspirin tablets for 
12c a hundred and they’ll be just 
as effective as widely advertised 
brands selling for 59c and 98c 
a hundred? That some of the 
best known dentifrices are ‘not 
acceptable’ because they can dam- 
age teeth? That the highest 
priced and best-known of canned 
foods often rate low in quality?” 

This newspaper has reported the 
doings of this organization and its 
head, Colston E. Warne, profes- 
sor of economics at Connecticut 
College, from time to time, and 
this doesn’t seem to be the place 
to rehash our arguments with Mr. 


Warne, or to discuss the validity | 


of-his tests or criteria. 

What strikes us is the wholesale 
adaptation of advertising tech- 
niques. Here’s 
which says, for example, “you 
can’t get such information from 
the advertisements—they are 
often false, very often mislead- 
ing. Even honest advertising of- 
fers no basis for comparisons,” 
and pleads demurely that “CU 
has absolutely no connection with 
any manufacturer, distributor or 
other commercial interest. Con- 
sumers’ Union sells no advertis- 
ing.” But in its continuing drive 
to gain members (it claims 100,- 
000 families) it uses the proved 
technique of advertising .. . its 
promotion pieces and subscription 
pleas are quite similar to those 
employed by publications which 
would be properly horrified to find 
themselves in CU’s company. 

The second thing which jars 
us a little is the current offering 
It is tendering a 64-page 
pamphlet called “Health and Medi- 
cine.” This little gem has 10 
chapters, which deal with consti- 
pation, spastic constipation, impo- 
tence and frigidity, and certain 
other delightful topics. We have 
always sniffed at home doctor 
books, and to find an organization 
like CU putting one out is par- 
ticularly disturbing. It’s like hav- 
ing the WCTU offer “33 Dynamic 
Mixed Drinks for Home Consump- 
tion.” 


'Well-Bred Sneer 


Standard & Poor’s is currently 
mailing a brochure describing the 
functions of Poor’s Register. In 
its presentation letter, H. L. Wy- 
man, a vice-president of S&P says, 
“T think our advertising chap has 
done a splendid job in describing 
Poor’s Register.” 

The Ad-libber thinks “adver- 
tising chap,” is about as patron- 
izing an expression as he has run 
into in a long, long time. Our 
guess is that most advertising men 


an organization | 


who see or receive that letter will 
be resentful. 


O, Aluminum! 

According to the public rela- 
tions department of Everlast 
Metal Products Corporation, a 
highly significant event took place 
this month. The tenth anniver- 
sary, traditionally the “tin anni- 
versary,” has become the alumi- 
num anniversary, at least if the 
aluminumware makers and cer- 
tain business papers have their 
way. As Retailing editorialized, 
“America won the war on wings 
of aluminum ... that it should 
replace tin seems most logical. 
... Tin... is principally an alien 
metal, imported into the country 
and now far outdistanced by 
aluminum.” 

Just what goes with which an- 
niversary has never been crystal- 
clear to most men anyhow, so 
perhaps the revolution in the 
light metals industry didn’t really 
attract the attention it ought to 
have had. 


‘It’s Tough All Over’ Dept. 

The radio “slump” has now hit 
a Philadelphia Biddle, according 
to an Associated Press story. It 
seems that Alexander William 
Biddle, son of the executive vice- 
president of the Philadelphia 
Stock Exchange, is drawing $20 
veteran’s unemployment compen- 
sation checks. Mr. Biddle, a for- 
mer radio announcer, told AP 
that he had his eye on a “def- 
inite radio job,” but Mrs. Biddle, 
the former Elizabeth Simms of 
Long Island, was more concerned 
about finding a new maid for their 
ten room house. 

“Maids are as scarce as jobs,” 
AP quoted her as saying. “But I 


;don’t know much about jobs; I 


never had a job in my life.” 


Jottings 

Pitney-Bowes, Inc., Stamford, 
Conn., offered its congratulations 
to the graduating class of Stam- 
ford High School in its yearbook, 
and invited those who wanted jobs 
to come down to see the com- 
pany... 

American Airlines has a new 
aluminum basket “seat” for babes- 
in-arms who ride its planes. 

Lemons - Wiley Mortuary, El 
Centro, Cal., is advertising its ar- 
rangements for “the shipment of 
the deceased by air transportation 
to any city or town in the United 
States.” .. 

Optimist International, St. 
Louis, has set the week of Oct. 
6-13 for annual Optimist Week. . . 

MacLachlan Hats has a new 
gimmick: The company gives 
away a charm—a small silver top- 
per—for the girl friend with each 
of its Gift Boxes for hats. “A 
hat for him—a charm for her,” 
the company says... 


-|Christi and its trade area, 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. : 


No. 2674. 
vey. 
Hospital Management has issued 
this report of a survey.of laun- 
dry methods and procedures, sug- 
gesting the vast size of the hos- 
pital market for laundry equip- 
ment and_ supplies. Of ques- 
tionnaires sent to 1,002 hospitals, 
419 replies were received from 
nearly 42% of the superintendents 
addressed, 320 of whom reported 
that their hospitals operate power 
laundries. 


No. 2675. A Guide to Selling the 
Western Construction Market. 
This illustrated booklet, issued 
by Western Construction News, 
outlines location of markets and 
buying influences, and analyzes 
the advertising procedures which 
have been used effectively to sell 
this market by major manufac- 
turers throughout the country. 


No. 2676. The Super Market—lIts 
Growth and Future. 


Super Market Merchandising 
has issued this booklet, which con- 
tains a review of the evolution 
of self service retailing and its 
influence on distribution, by the 
publication’s editor and publisher, 
M. M. Zimmerman. It discusses 
operating technique, shows esti- 
mated supermarket volume, 1932- 
1946, and indicates the expansion 
program in view within the next 
few years. 


No. 2667. 
Survey. 
Home Furnishings, a Haire pub- 
lication, has issued this booklet, 
which indicates what leading re- 
tailers all over the country expect 
to do with regard to merchandis- 
ing of radio and television. The 
three-part study includes (1) an 
estimate of sales of radio sets, by 
states, in furniture and depart- 
ment stores; (2) extent of mer- 
chandising by the same classes of 
stores, and price ranges in which 
they will be interested, and (3) a 
survey of opinion on brand names 
merchandising. 


No. 2655. Who Advertises What? 
The Iron Age Data Folder. 
Why the Iron Age. 

The Iron Age, Chilton publica- 
tion, has issued these new folders, 
the first of which contains a page- 
by-page analysis of its advertising 
during 1945. The second provides 
a wealth of information about the 
metal-working industry and how 
The Iron Age covers it, and the 
third contains a study of the pub- 
lication’s readership. 


No. 2664. The Next Move. 


This brochure, issued by the 
Corpus Christi Caller-Times, pre- 
sents a pictorial report on Corpus 
and 
plans and prospects for its future. 
In a section titled “A Newspaper 
Moves,” the brochure describes 
the Caller-Times’ mechanism, civic 
activities, etc. 


No. 2642. Going Places. 

This, the first of a new series of 
folders issued by Kimberly-Clark 
Corporation, reproduces the art- 
work of several prominent travel 
advertisers, showing the printa- 
bility of Trufect Levelcoat paper 
for fine color work. A state-by- 
state list of K-C distributors is 
included. 


Hospital Laundry Sur- 


Radio and Television 
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‘Jy: 4 |the account, and as a consequence|of the newspaper vs. spot radio ; : Seidenbaum & Co., and Friend- 
Regent Uses Life p 8 advertising will be discontin-| test is that no spot radio plans — wpedennigg ra a Sloane Advertising, all New York, 
. ued until distribution catches up.| are included for Regent advertis- |,” ; ‘©-|has opened his own advertising 
| During Extended The Life copy uses themes.de-| ne. leased from the Navy and prior} agency, Stanley Carr Advertising, 
. ‘ ‘ veloned in the Chi teak GAite to that art director of Benjamin | to specialize in beauty fashion ac- 
Distribution Push ped in the Chicago test, wit Eshleman Company, Philadelphia, | counts. Temporary headquarters 
| the “that's extra” slogan predomi-| ves. 10. Sienee Wille Sheldon, Quick & McElroy, and J.| are at -131 W. 76th St., New York 
New York—Confronted with a|nating. Mr. Ridgway said that ppe €S | Walter Thompson Company, New sntmesinpnnendine ‘ 
continued shortage in distribution| once the pipelines had been filled, Tiffen Mfg. Corporation, Brook- | York, has been appointed art di- A . ts Ashl 
ay of its cigarets, Riggio Tobacco|the campaign would be extended | lyn, designer and manufacturer of | rector of Harris D. McKinney, Ad- ppoimn ey 
m Corporation has begun a once-a-|to include other magazines and photographic accessories, has/|vertising, Philadelphia. James M. Ashley, in charge of 
or | month full page campaign for Re-|the same pattern of newspaper —— gg aig re bart a Pgs aap Libbey-Owens-Ford Glass Com- 
ay | gent cigarets in Life as a “fill-in” | copy used in the Chicago test, 65-| trade publications will be used for | Car Opens Agency eenlated dewtor + oe ho 
ng while continuing its distribution line and 140-line insertions five the present and national maga-| Stanley Carr, formerly with M.| tions, succeeding the late North A. 
lis drive. times a week. One consequence! zines later. J. Adler Advertising, William G.| Wright. 
pe The distribution drive was 
Bil originally scheduled for the month 
: of July, following a spot radio 
and newspaper test in Chicago, 
ne Worcester, New York City and 
Houston (AA, May 13 & July 22), 
od but Riggio found that it is still 
1- behind in its deliveries and is con- 
0g tinuing its drive into mid-August. 
S- The tests in Chicago and Wor- 
I= cester showed that the small- 
S- space newspaper ads_ produced 
Ss, more sales than the distribution 
m could handle, according to Thayer 
ts | Ridgway, president of Ridgway, 
d | Ferry & Yocum, agency handling 
ar 
1e | 
. J 
d 
S, 
d 
1S 
h 
ll 
Ss 
g 
n 
s 
e 
s 
n 
t 
* 
’ his man, and 
’ 99,000 other Super 
if & a 
; Service Station maga- 
e e Le 
zine readers have 4 
4 . 
_ + * 
over 70 million sales 
f 
e 
. contacts with car 
5 
owners each month. 
j 
| No other group of 
e * ° 
automotive retailers 
comes anywhere near 
$ 
> e e 
matching this number 
; @,°@ 
| of sales opportunities 
’ 
for any product that 8 Mr. Blurgudgeon (president) doesn’t make with the black lather very 
often. Fortunately, only one thing upsets him to this degree, and it sel- 
: sold fo car owners or dom happens... his regular copy of Business Week is usually on time. 
used in servicing Most advertisers already know that this anxiety of management-men 
for their most useful magazine is not entirely uncommon. It’s one of 
cars and trucks. the things that accounts for Business Week’s first place position (for 
the past ten years) in volume of business-goods advertising! 
. The Irving-Cloud Publishing Co Wherever you find it, you find a management-man .. . well informed. 
435 North Michigan Avenue, Chicago 11 
Also publishers of JOBBER TOPICS 
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Errors in Selling 
Children’s Wear 


Told at Mart Show 


CuIcaco—With the last of its 
early July furniture show visitors 
presumably safely back home, the 
Merchandise Mart has opened its 
vast floors now for three more 
shows—the children’s, infants’ 
wear and accessories market; 
china, glassware and pottery mar- 
ket, and gift show. 

Buyers of gift wares flocking 
to the Mart have found prices 
about as they were before July, 
for most gift merchandise has not 
been covered by OPA ceilings for 
some time. Deliveries now take 
from six to eight weeks, although 
some items— dinnerware, table 
glassware and the like—are still 
very difficult to get at all. Im- 
ported goods are still rare, al- 


HOW CAN I BUY KFI 
AND GET STATION B AS 
A BONUS? 


This is a true “Believe It or Not” 
about KFI and a station we will 
boldly refer to as Station B. One 
person’s testimony might not prove 
the point conclusively, but we have 
the solemn word of a Los Angeles 
housewife that Station B programs 
are completely duplicated by KFI. 

This-all came about the other 
day when said housewife (name 
and address on request) called KFI 
to report that she tuned to Station 
B to hear a daily network program 
which deals with people getting 
married or something exciting like 
that. Instead of getting the desired 
program on Station B she got “This 
Woman's Secret” — the current of- 
fering on KFI. Confused to say the 
least, the little lady shut off her 
radio she says, but darned if “This 
Woman’s Secret” didn’t keep right 
on coming in. So then she pulled 
the plug on the radio... with no 
effect. As a last resort she threw the 
master switch in her home. . . only 
to have “This Woman’s Secret” 
come at her without diminishing 
volume or interruptions. 


In reperting what she termed a 
phenomenon to us, our friend re- 
quested that someone from KFI 
come to her home to see for him- 
self that all statements were true 
and correct. Of course we realized 
she was telling the truth all along 
because after all we know, as do 
you time-buyers, that there is really 
only one station in America’s third 
market and that it K-F-I/ 


CLEAR CHANNEL 


Goa KFI roe 
Serre ©. Gaiony. Sn 


NBC for tos anceies 


Represented Nationally by Edward Petry and Company, Inc 


though some leather goods, pol- 
ished woods and jewelry have 
been received. 


Report on Buyers’ Attitudes 


Highlighting fashion show 
breakfast meetings Tuesday, was 
a report on buyers’ attitudes 
toward department store methods 
of merchandising juvenile gar- 
ments. The report, presented by 
Betty Green, fashion editor, and 
Barbara Anderson, research de- 
partment head, of Parents’ Maga- 


zine, New York, was based on a 
survey among 800 members of the 
Parents’ consumer panel recently. 

While showing that about two- 
thirds of those replying to the sur- 
vey questionnaire were satisfied 
generally with “layette” depart- 
ments, the report showed that 
70% of women have difficulty find- 
ing the right sizes of clothing for 
children, nearly half the women 
find too little emphasis on boys’ 
wear in stores, most think the 
children’s wear departments too 


cramped for space, and a high 
percentage want  better-trained, 
more mature sales people. 

Miss Green and Mrs. Anderson 
stressed that department stores 
should set up their own consumer 
panels, now used by only a few 
larger fashion stores. The survey 
emphasized the urgency, they as- 
serted, of retailer insistence that 
suppliers provide more complete 
labeling information to show gar- 
ment size by height, weight and 
other measurements. 
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Appoints Eccleston 


Romance of California, girdle | 


manufacturer, has appointed J. W. 
Eccleston Jr. Advertising Agency, 
Los Angeles, to handle its adver- 
tising. Business papers and point 
of purchase display material will 
be used. 


Inland Press Elects Two 


The Inland Daily Press Associa- 
tion has elected to membership the 
Eagle-Gazette, Lancaster, O., and 
the Leader, Madison, S. D. 


THE IRON AGE 
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* HARDWARE AGE - 


ty git ogg oN 
Lay 


DEPARTMENT STORE ECONOMIST - 
MOTOR AGE - COMMERCIAL CAR JOURNAL - THE SPECTATOR LIFE INSURANCE IN 


many generations of Americans, the words "Pennsyl- 
vania Dutch" have had a connotation that immediately brings to 
mind a picture of carefully tended crops in fertile fields . . . sleek 
farm animals . . . well-stocked and well-kept barns . . . an industrious, 
thrifty people who prefer to stand on their own two feet. This fine 
reputation is deserved! The early "Dutch" settlers carved farms out 
of the wilderness of Penn's Woods; succeeding generations, includ- 
ing the present one, tilled the soil so skilfully, adding to instead of 
detracting from its fertility, so that today the soil of the typical Penn- 
sylvania Dutch farm is far richer than when it first felt the bite of the 
plow. The problems of living—the desire to leave the 
next generation a richer heritage—were taken care of 


~~ 


BOOT AND SHOE RECORDER - 


by industry and the practice of real thrift. And today, 


THE OPTICAL 
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Adds Foreign Division 


Pacific Coast Advertising Com- 
pany, San Francisco, has estab- 
lished a foreign advertising divi- 
sion to serve Pacific Coast firms 
marketing products or services in- 
ternationally. Frank P. Newton, 


account executive, is director. 


Kay Torrey Opens Office 
Kay Torrey has resigned, effec- 
tive Aug. 15, as good looks editor 
of the Woman’s Home Companion, 
to conduct independent beauty 


surveys, with headquarters at 10 
Bank St., New York. She will 
concentrate on new and potential 
product developments, including 
color trends and preferences in 
makeup. 


Lappin Promoted 


James P. Lappin Jr., in the sta- 
tions relations department of Key- 
stone Broadcasting System, New 
York, has been promoted to sta- 
tions relations manager, working 
in direct contact with the KBS 


Chicago and Hollywood offices. 


$37,000 Contest 
Begun by Miller 


MINNEAPOLIS—In a unique con- 
test which does not require the 
purchase of the material adver- 
tised, and which permits dealers 
who are not currently selling the 
product to participate in the pro- 
motion, International Milling 
Company has started a $37,000 
prize contest for its Robin Hood 
flour. 


The contest, which offers auto- 
mobiles, radios, refrigerators and 
electric appliances, was started 
early in July with a preliminary 
announcement on the company’s 
serial “The Peabodys.” Promo- 
tion consists of two 1,000-line ad- 
vertisements in 563 newspapers, 
in addition to copy in 12 farm 
papers, and 91 radio stations which 
are either carrying the serial or 
are part of a spot schedule. 

The company does not require 
purchase of its flour to enter the 


when we hear so much about "the more abundant life", the Penn- 
sylvania Dutch stand as a living example of what thrift, coupled with 


industry, will do. 


We, at Chilton, believe that the country at large would profit by 
following the example of the Pennsylvania Dutch—look not to Wash- 
ington for the more abundant life; but make it in its own back yard. 


CHILTON COMPANY (Inc.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


JOURNAL AND REVIEW OF OPTOMETRY - 
ACTION - 


100 East 42nd Street 
New York 17, N. Y. 


Chiiton sources and influences are world-wide. Together 
with another publisher, Chilton Company (Inc.) has an 
equal interest in Business Publishers International Corp., 


publishing THE AMERICAN AUTOMOBILE (Overseas Edi- 
tion); EL AUTOMOVIL AMERICANO; INGENIERIA INTER- 
INTERNACIONAL 


NACIONAL INDUSTRIA; INGENIERIA 
CONSTRUCCION; and EL FARMACEUTICO. 


wade Lo 


THE JEWELERS’ CIRCULAR-KEYSTONE - 
THE SPECTATOR PROPERTY INSURANCE REVIEW - 


‘CHILTON 


AUTOMOTIVE AND AVIATION INDUSTRIES 
DISTRIBUTION AGE 
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contest, and dealers who are not 
yet carrying the flour are han- 
dling contest material. The mate- 
rial has now been distributed to 
some 120,000 grocers. 

A secondary feature of the pro- 
motion is an outdoor program, 
which L. G. Gilmore, advertising 
manager of International Milling, 
told ADVERTISING AGE is being 
jointly administered by the com- 
pany’s sales offices and H. W. Kas- 
tor & Sons, International’s agency. 
Wall signs, 24-sheet posters and 
truck panels will be used. 


Introduces Nail Polish 


Remover in Pad Form 


Associated Products, Inc., Chi- 
cago, maker of Chen Yu and other 
toilet requisites, has introduced 
Polish-Off pads for removing nail 
lacquer. Packed in a jar ready 
for use, the pads are two-inch 
circles of cotten, saturated with a 
special, oily-type lacquer remover 
and with a specific agent which 
softens the cuticle. The pads cost 
$1 for 100. Newspaper mats and’ 
counter cards are now available 
and advertising plans are under 
way. 


“BETTER THAN 
AVERAGE’’ 


Quality Coverage in a 
Quality Market 


108,500 readers in and adjacent 
to one of the top 620 counties in 
the United States, McLean County, 
where retail sales average $665 
per capita and the per capita in- 
come is $155 higher than the U. S. 
average . . . these readers consti- 
tute a much better-than-average 
market ... mot just a city-zone 
population figure. 


The Daily Pantagraph alone 
reaches this wealthy prosperous 
market. It is read by 3 out of 4 
in the market, 5 out of 6 in 
McLean County and better than 
9 out of 10 in the Bloomington 
city zone! 


FOR 100 YEARS 


“E PANTAGRALH 


PLOOMINGTON, ILLINOIS 
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|transmitters and receivers ever 
/ordered” for delivery by G-E late 
| this year or early in 1947. 


Group fo Test 


‘Fax’ Newspapers 
in Dozen Cities 


NEw YorK—Facsimile news- 
papers will be instituted on an 
experimental basis in about a 
dozen metropolitan centers early 
next year by the Broadcasters 
Faximile Analysis, a group rep- 
resenting a score of broadcasting 
stations and newspapers. 

BFA, it was disclosed last week 
by General Electric, has con- 
tracted for “what is believed to be 
the largest number of facsimile 


BEST DRESSED GIRLS 
ARE COVER GIRLS 


|He envisaged 


John V. L. Hogan, president of 


Radio Inventions, Inc., and inven- 
tor of the Hogan Faximile de- 


sign being used by G-E, placed 
the order for the equipment. 


Experiment on Two Stations 


Mr. Hogan, who also is presi- 
dent of the New York Times- 
owned WQXR and its FM outlet, 
WQXQ, told ADVERTISING AGE that 
the localities in which the “elec- 
tronic newspapers” will be tested 
have not definitely been deter- 
mined, but that at least two New 
York stations, WQXQ and WBAM, 
WOR’s FM outlet, will participate 
in the experiments. 

Mr. Hogan also said that the 
facsimile transmissions probably 
would be continued indefinitely. 
transmission not 
only of “straight” news, but of 
household hints, comics and other 
usual newspaper features. 

The exact number of transmit- 
ters and receivers ordered was not 
divulged, but G-E announced that 


its production in this field will be 
confined this year to the BFA 
order. 

Radio Inventions, which has 
done research and development 
for the BFA group, previewed its 
Hogan Faximile last spring (AA, 
Apr, 29). 


Amy Vanderbilt Promoted 


Amy Vanderbilt has been 
elected president of Publicity As- 
sociates, Inc., New York public 
relations counselor, succeeding 
Josef Israels II, a founder and 
president since 1940. Mr. Israels 
has been elected vice-president, 
and will shortly return to Europe 
where he will represent the firm 
as well as work as a correspondent 
for national publications. Joseph 
A. Bernstein, treasurer and a di- 
rector, has become a stockholder 
and will continue active direction 
of several accounts. 


Agency Expands 

Rodgers & Brown Advertising, 
New York, has opened a Holly- 
wood office at 4951 Sunset Blvd., 
under the direction of Milton Al- 
derman. 


Dowd Elects Davenport 
V.P. in Charge of Sales 


John C. Dowd, Inc., Boston ad- 
vertising agency, has elected Will 
A. Davenport vice-president in 
charge of sales. Mr. Davenport 
joined the agency last April when 
he was released from the Army 
Air Corps with the rank of lieu- 
tenant colonel. 

Mr. Davenport, at the outbreak 
of the war, was advertising man- | 
ager of House & Garden, New 
York. He had previously been 
New England representative for 
Conde: Nast publications, and was 
a former director and advertising 
manager for Vogue in the British 
Isles. 


Ads Promote Toledo 


Supplementing its regular busi- 
ness paper advertising, the Toledo 
Blade has launched a series of ads 
in Women’s Wear Daily and the 
New York Sunday Times as well 
as its regular trade publication 
schedule calling attention to the 
opportunities of the Toledo market. 
Those new ads conform with the 
Blade’s current theme, “This Is 
Toledo,” which is in its third year. 


THE ENQUIRER CARRIES MORE 


ADVERTISING LINAGE THAN ANY 


OTAER CINCINNATI 


NEWSPAPER 


ee 


“Search me!...and when I pull it the other way it reads, 


‘Solid Cincinnati reads The Cincinnati Enquirer’ ” 


It’s just what you’d expect, isn’t it? The newspaper that reaches the solid, 
substantial, money-to-spend families of Cincinnati would just naturally 
carry the most advertising linage. So it’s not too startling (though not 
without significance) that The Enquirer bulged with 1,607,371 more lines 
of advertising during the first five months of 1946 than its nearest com- 
petitor. Nor that The Enquirer has maintained a substantial lead in total 
advertising, general display and retail advertising linage over the afternoon 
papers for the past 8 years. Worth remembering—when you’re considering 
a schedule in this great 1,155,703-population trading area. Represented by 


Paul Block and Associates. 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati 


BUXER 
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CROWELL-COLLIER HOME—This is 
the architect's conception of the 19- 
story Crowell-Collier building, which 
will be started early next year on the 
site of the Vanderbilt mansion on the 
northwest corner of Fifth Ave. and 5lst 
St., New York. The office building will 
be occupied by all C-C departments 
now housed at 250 Park Ave. 


G-E Will Reopen 
Lighting Institute 


CLEVELAND — General Electric 
Lighting Institute, Nela Park, 
famed center for educational dis- 
plays and demonstrations of light- 
ing equipment and techniques 
visited by nearly 1,000,000 people 
before the war, will reopen the 
week of Sept. 9. Closed during 
the war, the institute has been re- 
built to serve the needs of the G-E 
lamp department. 

Formal reopening next month 
will reveal newly developed heat, 
drying and germicidal lamps, new 


G-E “circline”’ and “slimline” 
fluorescent lamps and newly styled 
institute educational programs. 


The training courses are set up for 
commercial, industrial and resi- 
dential construction and lighting 
specialists. 

Facilities will include an adver- 
tising division conference room; 
electrical wholesalers’ lighting dis- 
play room; a room for displaying 
new materials and principles for 
architects; workshop for building 
displays; display of various types 
of lighting for retail stores, etc. 
At a new entrance to the insti- 
tute will be a diorama exhibit de- 
picting the history of lighting and 
lamp development. 

Other features include office, 
school, “sun deck,’ home and 
other lighting arrangements and 
equipment. Redesigned by 30 
architects, artists and designers, 
the building has been rebuilt by 
more than 100 engineers and other 
specialists. L. C. Kent is execu- 
tive manager. 


Plans New Sales Setup 


The Lincoln-Mercury division 


|of the Ford Motor Company has 
|established 21 new sales districts 


throughout the country to handle 
sales and service of all Lincoln 
and Mercury cars. The plan is 
to establish exclusive Lincoln- 
Mercury dealerships in most cities 
(1,000 dealers have already been 
picked), although in very small 
communities the regular Ford 
dealer may also handle either or 
both of the Mercury and Lincoln 
lines. 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 
33 W. 42nd St. New York 18, N. Y. 
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Gimbel’s Reports 
2% Sales Return 
on Television 


PHILADELPHIA —Gimbel Bros. 
here is happily reporting an aver- 
age 2% sales return from its tele- 
vision broadcasts to the 752 tele- 
vision - conscious Philadelphians 
who own receiving sets. The re- 
port was publicized by Philco’s 
television station, WPTZ. 

Postwar kitchen gadgets brought 
in the biggest return, about 3% 
of the total set owners. First and 
fifth commercials in the six-week 
series featured the store’s hair- 
dressing salon with the fifth com- 
mercial accounting for 20 new 
customers, double the results of 
the first. 

Philco pointed out that if the 
halcyon days were here with an 
audience of 100,000 set owners, 
Gimbel’s would be doing a land- 
office business through video 
alone. Philco is currently hoping 
that two years will see about that 
many sets in Philadelphia. 

Audience response, Philco said, 
was based on sales returns alone, 
and only on those sales where cus- 
tomers actually mentioned seeing 
the product or service on tele- 
vision. The current show consists 
of two parts, a commercial show 
plus a variety show. 


76 Stores Tie in 
with ‘True’ Program 

True, New York, has launched 
a 12-month merchandising and 
promotional program, with 76 de- 
partment stores cocperating, based 
on a monthly packaged promotion 
centered around the magazine’s 
fashion editorial feature, “The 
Double Life of Mr. Hobby.” Hob- 
bies to be covered in this year’s 
series are outdoor cooking and 
swimming, tennis, photography, 
hunting, bowling, and home work- 
shop. Planned for 1947 are ice 
skating, ping-pong, model railroad 
building, hand-gun shooting, gar- 
dening, and horseshoe pitching. 


Opens Branch Offices 


Bark River Culvert & Equip- 
ment Company, which has plants 
in Bark River, Mich., and Eau 
Claire, Wis., is opening sales and 
service headquarters in Milwau- 
kee for the road building and 
construction equipment it handles. 
W. H. Lange, who has represented 
the company in the Milwaukee 
area, is manager of the branch. 
Another branch is to be opened 
in Green Bay, Wis. 


— Willblanket — 
ALL 
New England 


to more than 3 million péople 


witt# 50,000 watts 
On 680 KRILOCYCLES 


NATIONAL REPRESENTATIVES: 
WEED & CO. 


Cole Heads Kleen-Stik 


Gerald E. Cole, recently re- 
turned from the Army and prior 
to that with Kleen-Stik Products, 
Chicago, in various capacities, has 
been elected president of Kleen- 
Stik. 


Mantz Heads Research 


Victor M. Mantz, assistant di- 
rector of research of R. M. Hol- 
lingshead Corporation, Camden, 
N. J., has been promoted to di- 
rector of research. 


Food Chain Has 
Shoppers Music 


HARTFORD, CONN. — Since Hart- 
fordites discovered that they could 
shop to music, sales results at 15 
First National stores, Hartford 
food chain, have been “phenom- 
enal,” according to T. J. Morrissey, 
Hartford representative of the 
chain. 

For about a month shoppers at 
First National stores have been 


getting music through the facili- 
ties of the Muzak Corporation, 
New York. Interspersed at four- 
minute intervals are commercials 
heard at the same time in all the 
stores. 

Just in case there are some non- 
music: lovers in the crowd, there 
is a 10-minute period of silence 
every hour. 


‘Boy’ 15 Years Old 
“Jack Armstrong, All-American 
Boy,” sponsored by General Mills, 
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celebrated its 15th anniversary 
during its broadcast over 168 ABC 
stations July 31. The program, old- 
est children’s show in radio to be 
sponsored continuously by one cli- 
ent, is handled by Knox Reeves 
Advertising. 


Sears Appoints Gingold 

Lester F. Gingold has been ap- 
pointed advertising manager of 
Sears, Roebuck & Co.’s Birming- 
ham store, succeeding Dave Jones, 
now with an advertising company 
in Detroit. 


4 Coveri 


+ Wes 


Bee 


the South, 


Southern market. 


_ | Few regions in the world possess the geography, the 
j] climate and the wealth of natural resources that are - 
found in the South. Because of this fortunate combina-_ 
tion, the South has beqome a vast empire—it has en- 
abled business and industry to take advantage of oppor- 
tunities with maximum results. The advertiser who 
reaches the South reaches one of the nation’s greatest 
markets—a market with billions of spendable income 
—a market with enormous buying power. Now is the 
time to reach that market, and the way to reach it is with 


Holland’s—the Magazine of the South. 


lan 
‘ es : 


Ss 
A Covers that capture the charm 
and beauty of the South—atten- 
tion-getting covers, unmistakably 
Southern keynote every issue of 
Holland’s Magazine. Southern 
homes, state flowers, historical 
buildings, special events and activ- 
ities are reproduced with a richness 
and brilliance of color. Readers by 
the thousands frame these sparkling 
Southern scenes, towns directly in- 
volved order hundreds of extra copies, 
thousands of reprints are sold to ad- 
vertisers. This is 6ne of the reasons 
why Holland’s is a Southern favorite 
with Southern families—it is one of the 
reasons why your ad in Holland’s gets 
greater reader interest—greater value. 
Reaching into the heart of more than a 
half million Southern homes, Holland's 


gives you complete coverage of the great 


The South Has the Right Combination for 
Enormous Growth—Enormous Buying Power 
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Opens Marine Division 
Schacter, Fain & Lent, New 
York agency, has opened a ma- 
rine division under the supervi- 
sion of Ralph Schacter, brother of 
Daniel Schacter, a principal in 
the agency. The new supervisor 
has recently been with both the 
U. S. Navy and Merchant Marine. 


To Frederick-Clinton 


The New York chapter of the 
National League of Wholesale 
Fresh Fruit and Vegetable Dis- 
tributors has formed a Fresh Fruit 
and Vegetable Council, and has 
appointed the Frederick-Clinton 
Company, New York, to handle a 
publicity campaign designed to 


stimulate the consumption of cur- 
rently plentiful fresh produce 
which has shown a marked drop 
in price since the abolition of 
OPA. The agency will cooperate 
with the Department of Markets 
and the U. S. Department of Agri- 
culture. 


Strathmore Line Cut 


Strathmore Paper Company, 
West Springfield, Mass., has scaled 
the number of its lines to less than 
50% of the prewar total as a re- 
sult of a “postwar planning” pro- 
gram carried on during the war. 
Currently, Strathmore is manu- 
facturing about 80% of the pro- 
jected items of its postwar line, 
covering the fields of bonds, writ- 


ings, texts, covers, weddings, pap- 
eteries and bristols. 


Increases Ad Budget 


Marshall Drug Company, Phila- 
delphia, pharmaceutical manufac- 
turer, through Abner J. Gelula 
& Associates, Philadelphia, will 
spend $150,000 in newspapers, 
magazines and radio to promote its 
products nationally during the 
next 12 months. 


s a 
To ‘Popular Science 
Lee P. Adams, formerly in the 
retail advertising department of 
the New York Times, has joined 
the eastern sales staff of Popular 
Science Monthly, New York. 


The following announcement 


IS 


MVE 


TACOMA 


NOW THE PUGET SOUND 


STATION 


As of August first, KVI, with 5000 watts 
on 570 kilocycles, joins the Mutual-Don 
Lee network. As Seattle-Tacoma, Puget 
Sound outlet, KVI will carry to the million- 
and-more listeners in its strong primary 
area all their favorite Mutual-Don Lee 


features, plus many popular, long-estab- 
lished local shows. 


NOW, with one-station economy, you 
buy solid coverage of this concentrated, 
high-income Puget Sound market area. 


PUGET SOUND 


SEATTLE . 


Represented nationally by: 


GEORGE P. HOLLINGBERY CO. 
New York—Chicago—Atlanta 


BROADCASTING CO. INC. 


. . . TACOMA 


JOHN BLAIR CO. 


Los Angeles—San Francisco 


Loyal Luggage 
Mulls Consumer 


Insurance Plan 


New YorK—Loyal Products, di- 
vision of U. S. Luggage and 
Leather Products Company, is 
completing arrangements whereby 
every piece of luggage it markets 
will be insured against loss or 
theft as well as irreparable dam- 
age due to accident or fire. 

The plan, if adopted, will be the 
first of its kind in the luggage 
and leather goods industry, said 
Ira Rudin, who recently resigned 
from Sterling Advertising Agency 
to take charge of all advertising 
and public relations activities for 
the Loyal division. 

Loyal already issues a guarantee 
which appears in every billfold, 
regardless of price, assuring the 
consumer of repairs or replace- 
ment for one year after date of 
purchase, should the article prove 
to be defective. 


Loyal is scheduling a back-to- 
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school magazine advertising cam- 
paign, backed up by cooperative 
retail newspaper advertising. It 
includes color pages in Junior Ba- 
zaar and Pic, and black-and-white 
half and quarter pages in Esquire, 
Seventeen and True. An ex- 
panded program, concentrating on 
the fashion appeal in luggage, will 
be scheduled as soon as more raw 
materials are released. 


Sutton Guarantees Rates 
Only for 90 Days 


Sutton Publishing Company, 
New York, will guarantee adver- 
tising rates for its publications 
Electrical Equipment and Metal- 
Working Equipment for only 90 
days, due to increased costs, ef- 
fective July 15. No rate increase 
is contemplated. 


Names Two Directors 
Murray Glasgow, vice-president 
and sales manager, and Gene Gor- 
don, vice-president in charge of 
advertising and sales promotion, 
have been elected to the board of 
directors of Hyde Park Breweries 
Association, Inc., St. Louis. 


AGRIC ULTURE MY Sie Secne.. 


BUT FARMING 
1S ALWAYS 


a 


f 


Supposing you could drive out and chat personally with 
farmers in the rich Midwest 8 States, in Nebraska you’d 
probably discuss the price of steers in the Omaha stock- 
yards—in Wisconsin or Minnesota the possibility of meet- 
ing the demand for dairy products—in Iowa the present 
corn-hog ratio—and in Illinois you would probably lead 
into the subject of soybeans or marketing of fluid milk in 
Chicago. In effect this is just what the MIDWEST FARM 
PAPERS do. Every word from cover to cover is of imme- 


diate and individual interest. 


The MIDWEST FARM PAPERS’ vastly superior cover- 
age (89% as a matter of fact) is not the only reason for 


their greater advertising effectiveness. 


Geography plays a 


big part in the editorial effectiveness of a farm publication 
because farm problems cannot be lumped. 


In the end you must influence each farmer—and he regards 
his MIDWEST FARM PAPER as the final, local authority 
upon his needs, his family’s needs and his own kind of 
farming. 


YOUR 


DISTRIBUTION MAY BE NATIONAL 


.. + BUT YOUR SELLING IS ALWAYS LOCAL 


NEW YORK 17 CHICAGO 2 


6 N. Michigan Ave. otto Conte Bity, 


The Farmer Wisconsin Agriculturist & Farmer Prairie Farmer 
Nebraska Farmer Wallaces’ Farmer & Iowa Homestead 
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Bad An excellent tooth 
q@powder com- 
pressed into fine 
grained, bite-size 
tablets that you 
crush between 
Then just brush in your 
usual manner! Simplifies dental care! 
Contributes to a radiant smile! And 
just imagine the convenience when it 
comes to packing them! 


your teeth! 


BITE-SIZE POWDER—Dentalets tooth 
powder tablets, new product of L. Per- 
rigo Co., Allegan, Mich., chemicals 
maker, is being sold by Cunningham 
Drug Stores in Detroit in its first test. 
Designed to prevent waste, tablets are 
crushed between the teeth, then pow- 
der is used in the usual way. 


Adman Picks 
Sales Winner 
in Forecaster 


CuHIcAGoO—War measures which 
kept weather forecasts out of the 
daily newspapers inadvertently 
put Robert Kahn, Chicago adver- 
tising man, into healthy mail or- 
der business furnishing novelty 
weather forecasters throughout 
the United States, and to such far- 
away places as Cape Town, South 
Africa, Buenos Aires and other 
South American cities. 

The Weatherman Company had 
its origin in an antique shop in 
Chicago a few days after Pearl 
Harbor when Mr. Kahn, of Robert 
Kahn & Associates, chanced on a 
small Swiss weather house. From 
its small door came a witch to 
announce bad weather and a small 
boy and girl to predict the sunny 
days. With the realization that 
here was one way to forecast 
weather without depending on 
war-silenced newspapers, Mr. 
Kahn bought the weather house 
for 50 cents, put an ad in a Chi- 
cago paper — ‘‘Weather Houses — 
$1.69.” 

A manufacturer made the houses 
for the 50 resulting orders with 
wood from gun stocks rejected by 
the government. Increasing or- 
ders swamped the limited produc- 
tion facilities and retail store op- 
erators and mail order houses be- 
gan to show an interest in this 
popular novelty. Premium buyers 
found in the Weather House an 
item of popular demand. 

Today through Sears, Roebuck 
& Co., Marshall Field & Co., Wool- 
worth’s, and hundreds of other 
retailers throughout this country 
and more than 10 cities in South 
America, plus localities in Africa 


S © Set entirely with FOTOTYPE, this 


ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical ... any office girl cen be your 
compositor. 

Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


the Weather House is being sold 
in quantities that require 5,000 
daily production. 

The Weather House is currently 
made in two models, one of wood, 
selling for $1.69, and one of plas- 
tic retailing for $1.00. Current ad- 
vertising is carried on in news- 
papers throughout the country, as 
well as in national magazines in- 
cluding Life. 

Latest reports indicate that de- 
spite return of broadcasts and 
printed notices predicting weather, 


sales are increasing. It is un- 
doubtedly more accurate than 
grandmother’s rheumatism. 


Hage Appointed 

A. M. Hage, formerly news edi- 
tor in charge of night operations of 
National Broadcasting Company, 
has been appointed San Francisco 
manager of Universal Recorders. 


Hurley Forms Agency 
J. S. Hurley, formerly vice-pres- 
ident and account executive of the 


Blakemore Company, has become | 
president of Hurley Advertising 
Company, his own agency, 
213-15 Securities building, Des 
Moines. Mr. Hurley was with 
the Des Moines Register and 
Tribune from 1923 to 1944. 


at 


Hill to Bigelow-Sanford 


Paul H. Hill, formerly general 
sales and advertising manager for 
Schick, Inc., Stamford, Conn., and 
previously vice-president and di- 
rector of the Faraday Electric 


Corporation, Chicago, has joined 
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the Bigelow-Sanford Carpet Com- 
pany, New York, as general sales 
manager. 


Christian to ‘Our World’ 

J. W. Christian has joined Our 
World, picture magazine for the 
Negro family. Mr. Christian was 
formerly advertising manager of 
the Amsterdam News and People’s 
Voice, New York, government 
sales division representative of the 
Pepsi-Cola Company, and director 
of Urban Research Service, mar- 
keting specialist in the Negro field. _ 


““@ MART man,” agrees the boss, “he'll have 

a top-notch job—even the most exacting 

customer can’t help but be pleased with 
Springhill Index Bristol.’ 


Being made from 100% bleached sulphate 
pulp, it’s known for its sparkling whiteness 
and exceptional durability. In pressroom per- 
formance it scores again — giving excellent 
results in letterpress or offset printing. And 
the way it takes erasures and rewriting is 
another assurance of customer satisfaction. 


Such all-around superiority makes Springhill 
Index Bristol a number one choice for index 
cards, cut-out and ledger cards, die cuts, coun- 
ter displays, covers, hospital records, etc. Pre- 
ferred, too, for finest results on forms calling 


for clean, even multiple pen 


“He knows his paper... 
He specified SPRINGHILL 
Index Bristol!” 


Even with our facilities as the world’s largest 
maker of papers, there isn’t yet enough Spring- 
hill Index Bristol to meet the full demand. 
Our efforts are concentrated on filling demand 
as faras production limits permit. International 
Paper Company, 220 East 42nd Street, New 


York 17, N. Y. 


PAPER 
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Agree with Editorial 
on ‘Unweicome’ Ads 

To the Editor: I have been a 
long-time reader of your good 
publication. 

Your recent editorial, entitled 
“Another Unwelcome Campaign,” 
along with several previous items 
in the same vein prompted me to 
send you this word of congratula- 
tion and encouragement on the 
policy you are setting relative to 
some of this obnoxious advertising 
which is being thrown around. 

C. T. Hanson, 

Advertising Director, The 

Home-O-Nize Company, Dav- 

enport, Ia. 


To the Editor: Your editorial 
“Another Unwelcome Campaign” 


This department is a reader’s forum. Letters are welcome. 


in the July 8 issue certainly de- 
serves the approval of advertisers, 
agencies and the owners of adver- 
tising media. Those in the busi- 
ness should protect the public 
against misleading and bad taste 
advertising to which you have 
pointed. If they do not control 
situations of this kind, the controls 
will be eventually set up by gov- 
ernmental bureaus. 
S. C. Bakr, 
The S. C. Baer Company, 
Cincinnati. 
vv¥$eesy 

Cites Credit Tie-in 

To the Editor: Page 64 of last 
week’s issue of United States 
News contains an article on keep- 
ing Regulation W and other credit 
matters. Along with it is a chart 
indicating that consumer spending 


is increasing the use of credit. On 
Page 65 is a very timely ad by 
the Bank of America entitled 
“Here is Credit.”” That seems like 
a good tie-in! 
Wn. A. SHEPHERD, 

Operating Manager, Ben 

Franklin Stores, San Fran- 

cisco. 

+ 2. = 


Adds Linage Record 


To the Editor: In going through 
the July 15 issue of ADVERTISING 
AGE we were very interested in 
the editorial space which you de- 
voted to the outdoor field on Pages 
40 and 41. 

However, we were a bit disap- 
pointed to note that while you 
mentioned several of our good 
contemporaries in the sporting 
magazine field, you omitted the 


Pittsburgh Businessmen 


have 


eyes like saucers 


7 


be 


Scripps-Howard Newspapers, 230 Park Avenue, 
New York City. Offices in Chicago, Detreit, 
Memphis, Philadelphia and San Francisco. 


No Wonaer{ 


One eye scans the Pittsburgh Trade Area 
where the number of wage-earners is 16 
times the U. S. average for a like area... 
16 times as many people with money in 
their pockets. These wage earners make 
22 times the average value of manu- 
factured products . . . so there’s always a 
ready source for things to sell to them or 
to make into other things to sell to them. 


a 


The other eye—the farsighted 
one—takes in 500 miles. 81% of all the 
wage-earners in the United States live in 
that charming circle. They make 79% of 
the U. S. value of manufactured goods. 
The manufacturing-buying-selling cycle 

; within 500 miles of Pitts- 
burgh is about as close as 
you'll come to perpetual 
motion in our time. 

Five Class I railroads put anyone in 
Pittsburgh within an overnight hop of 
any office, plant or warehouse in this 
dollar-studded area. 

Two major passen- => =a i 
ger airlines is it a [ea 
matter of minutes. 

A twelve thousand mile web of navi- 
gable rivers, being made more navigable 
——_—’ every year with dredg- 
ing and flood control 
measures, furnishes 

oni cheap transport. 
Three Federal highways, the Pennsyl- 
vania Turnpike, and heaven knows how 
many miles of good 
hard road lace the area <i 
with truck routes. _ GES) 

So Pittsburgh— §-§-§-~———= 
aside from being the ae 
industrial capital of the world—is also a 
great commercial center. And you can 
cover it best by advertising in The 
Pittsburgh Press . . . the No. 1 paper in 
the nation’s sixth largest market .. . at 
the center of the richest trading area in 
the world. 


The Pittsburgh Press 
Represented by the In Pittsburgh 
National Advertising Department, No. - Chassihed Advertsing 


In Retail Advertising 
In General Advertising 
In Total Advertising 
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AND BAKES 


linage record of Outdoors. 

In the event that this informa- 
tion might fit into ADVERTISING 
AGE, we would like to call your 
attention to the fact that during 
the first half of 1946 Outdoors 
showed a gain of 24% with 51,022 
lines, compared with 41,143 lines 
for the same period of 1945. 

You might also be interested in 
the fact that Outdoors is now 
building a full-color sporting 
movie library under the direction 
of Albert Dixon Simmons, well 
known outdoor photographer. Mr. 
Simmons is working exclusively 
for our Outdoors and Open Road 
for Boys magazines. 

O. H. P. RopDMAN, 
Outdoors, Boston. 


? ¥ VY 


Hyphen-Exhausted 

To the Editor: Your “Stop the 
Presses” item in your June 24 Ad- 
libbing column woke me with a 
none too pleasant jolt. 

Determined to learn how the 
seed for this monster was planted, 
I found (somewhat to my disap- 
pointment) that it all grew from 
two innocent little New Product 
releases. We fully understand 
that stories of this nature are of 
no direct interest to you for the 
pages of ADVERTISING AGE, but 
you have been operating under the 
apparent misunderstanding that 
you felt they were of value for 
general background information. 
If such is not the case, please say 
the word and we will “Stop Such 
Releases.” 

I had hoped to hyphenate every 
third word in this letter, but found 
that we have already consumed 
our July quota. i 

C. E. NAGEL, 

Manager, Technical Press 

Service, Westinghouse Electric 

Corporation, Pittsburgh. 


With But a Single Eye 
To the Editor: Apparently “the 
eyes have it’ in the July 15 issue 
of the American Paint Journal. 
The Velsicol Corporation ad, run- 
ning on Pages 78 and 79, and the 
Pennsylvania Industrial Chemical 
Corporation ad on Page 83 both 
use the same approach—both on 
synthetic resins. 
R. E. WHITING, 
Armour & Co., Chicago. 


7 V¥-297 
Calls Ad Managers 
‘Fellow-Experts’ 

To the Editor: If the embers 
from the fires of the discussion 
regarding advertising managers 
have not died out, please let us 
put in our piece and our opinion 
relative to the ability and func- 
tions of this breed of bird. 

Final paragraph* on enclosed 
bulletin sums up our thinking. 
Many of the advertising managers 
whom we have met were vest- 
pocket walking advertising agen- 
cies in themselves. They were ex- 
perts on research, media, copy, 
production and everything else, 
especially insofar as this knowl- 
edge applies to their particular 
product. 

We have read what some of the 
agencies’ experts think of the ad- 
vertising managers; how about 
reading what some of the adver- 
tising managers think of the 
agency experts? 

IRWIN W. LYNCH, 

General Manager, Leon S. 

Golnick & Associates, Balti- 

more. 


*We talk the advertising and 
sales promotion manager’s lan- 
guage. We appreciate their 
knowledge. We recognize them as 
fellow-experts. We ask their help 
in order to be of help. We go at 
the job with them as a team. We 
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have the resources and facilities 
to bring out the best there is in 
them ... and to make them in- 
spire us to give you advertising 
that is FREE. When it pays off 
—it doesn’t cost. 


a a 
Whoops to You, Too! 

To the Editor: Oral Hygiene 
ain’t mad at nobody on the ApvErR- 
TISING AGE staff, although some 
chum working on the July 8 AcE 
mixed up the mathematics in the 
June advertising volume tabula- 


tion. We make mistakes ourselves 


—worse ones sometimes than Ap- 
VERTISING AGE’s error. 

You transposed June Oral Hy- 
giene’s 151 advertising-page total 
with last June’s 144 pages, indi- 
cating a seven page loss instead of 
the seven page gain actually re- 
corded by Oral Hygiene this June. 

We’re always amazed that pub- 
lishers, including ourselves, don’t 
mix things up more than we do— 
with just as many chances for 
error as there are letters, punctua- 
tion points, and figures in an issue 
—several million. 

M. B. Masso., 

Publisher, Oral Hygiene Pub- 

lications, Pittsburgh, 

P. S. Whoops! We just dis- 
covered that we made the error 
ourselves, transposing the figures 
in the original report sent you. 


+ FF Ww 
Donnelley Letter Draws 


Readers’ Comments 

[Editor’s Note: When the rail- 
road strike prevented distribution 
of copies at the end of May, Ap- 
VERTISING AGE arranged with Reu- 
ben H. Donnelley Corporation to 
deliver New York subscribers’ 
copies by auto. The tribulations 
encountered on that jaunt were 
explained to subscribers in a letter 
sent out by the editor June 14. 
Some typical subscribers’ reactions 
are given here.] 

To the Editor: Ever since your 
adventures in combatting the 
many obstacles in the way of pro- 
ducing ADVERTISING AGE during 
the printers’ strike, I have in- 
tended to write you commenting, 
not only on the achievement itself, 
but on the good customer-public 
relations in telling your subscrib- 
ers about the battle and the vic- 
tory. 

Now that you have done it again, 
by overcoming the handicaps oc- 
casioned by the recent railroad 
strike and letting your friends 
know how it was done, I must 
write and tell you what a good 
piece of business I think these 
things were. 

It is this kind of stuff, along 
with all the other things, that 
make your publication and its ac- 
complishments not only so worth 
while but really appreciated. 

RIcHARD B. HALL, 

Public, Industrial and Govern- 

ment Relations, Washington, 

DB. C. 


To the Editor: You folks at Ap- 
VERTISING AGE are becoming so 
adept at whipping problems that 
an ordinary problem now looks to 
you like an every-day occurrence. 
... Your story made exciting read- 
ing and the supporting evidence 
being incontrovertible as it was, I 
must again hand it to you for ac- 
complishing the impossible. 

M. GLEN MILLER, 

M. Glen Miller Advertising, 

Chicago. 


To the Editor: Ten or 12 weekly 
and monthly books cross my desk, 
among them ADVERTISING AGE. 
After the smoke clears the only 


- one left is ADVERTISING AGE, and 


that goes home for thorough and 
enjoyable reading. It’s no bunk 
when I say that you have some- 
thing. 

I feel that you have a very per- 
sonal interest in me and particu- 
larly when your apologies were 
issued in delay of delivery due to 
recent labor troubles you were 
having. 

Keep it up. You’re on the right 


track for an advertising man. 
Here’s my check for another two 
years. 

J. E. McNAucHTON, 
Manager, Advertising and 
Sales Promotion, General 
Electric Supply Corporation, 
Pittsburgh. 

To the Editor: While it was a 
form letter, your message of June 
14 was so interesting and I got 
such a kick out of it I wanted to 
write and tell you so. It is re- 


freshing to see a sense of humor 
in these days of complexities and 
confusion. 

E. W. ELMORE, 

Promotion Manager, Burns 

Cuboid Company, Santa Ana, 

Cal, 

To the Editor: I enjoyed read- 
ing the report from Reuben H. 
Donnelley Corporation on how the 
May 29 issue of ADVERTISING AGE 
was carried through to New York 
during the railroad strike. . . Ap- 


VERTISING AGE and Donnelley are 
to be congratulated on the whole 
operation. 

BLouNnT SLADE, 
Vice-President, Brooke, Smith, 
French & Dorrance, Inc., De- 
troit. 

To the Editor: Thanks so much 
for sending me the letter from the 
Reuben H. Donnelley Corporation 
together with your letter of ex- 
planation, for it has convinced me 
that there are still people who 


21 


love their work and believe that 
there is romance in business. 
GLENN B. ATCHESON, 

General Manager, Minnesota 

Automobile Dealers Associa- 

tion, Minneapolis. 

To the Editor: Compliments on 
your June 14 letter to subscribers! 
Grade A promotion for an indis- 
pensable publication. 

Wo. E. Foster, 

The Julius Mathews Special 

Agency, New York. 
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SEEMS ONLY LIKE YESTERDAY 
WHEN THE KMBC SERVICE FARMS 
PROJECT WAS FIRST HEARD FROM! 
BUT FAN MY BROW AND CALL ME 
PHIL EVANS, THAT'S THREE 
YEARS BACK—CLOSE 10 A 
THOUSAND FARMCASTS AGO! 


Important farm radio news was 
made in 1943 at just about this 
time of the year. With 49% of the Heart of America 
being rural, KMBC recognized a need for even a greater 
farm service programming—although the station long 
had been a leader in maintaining a full-time farm de- 
partment, exclusive marketcasts and rural entertain- 
ment. To enumerate all the improvements and important 
contributions made by KMBC Service Farms during the 
= three years would necessitate seven feet of books. 

ital experiments have been successfully carried out with 
soil binding and building materials, insecticides, ferti- 
lizers and seeds. Dozens of demonstrations have been 
conducted for 4-H, FFA and other farm bureau groups. 


PARDON ME, BUT | WOULD LIKE TO SAY 
RESPECTFULLY THAT...WELL, OH GOSH, I'M 
BASHFUL...BUT WE'RE PROUD, TOO! 
SEVENTY-SIX YOUNG'UNS FOR US. A HERD 
NOW OF OVER A HUNDRED! 


\ iain 


| 
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OF KANSAS CITY 


Free & Peters, Inc. 


Since 1928—Basic CBS Station for Missouri and Kansas 
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Advances Williams 

Harry H. Williams, with the 
company for the past three years, 
has been appointed manager of 
advertising service of B. F. Good- 
rich Company, Akron, according 
to F. T. Tucker, director of ad- 
vertising. 


Increases Rates 

Country Book, New York, has 
increased its page rate of $100 to 
$150. Its latest circulation break- 
down reported 16,275 net paid for 
the spring issue. A total of 27,000 
copies of the summer issue were 
distributed. 
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Drug & Cosmetic 


INDUSTRY. 


Covers an industry that is 


not afraid of the future. 


Also Publishers of Beauty Fashion 


Chicago Holding 
lis Few Major 
Network Shows 


Cuicaco —Mark Twain may 
have been first to declare an obit- 
uary premature, but radio circles 
here have a claim to the record 
for making the greatest number 
of denials of premature obituaries. 
They have been protesting so long 
that Chicago radio is not dead 
that they think Twain got off 
lucky. 

While it is true Chicago has a 
hard time holding on to radio tal- 
ent and originates far fewer net- 
work shows than New York and 
Hollywood, an analysis of the cur- 
rent Chicago originations almost 
shows, as ABC puts it, “that the 
corpse has more red corpuscles 
than the inside of a plasma con- 
tainer.” 


ABC this summer is airing five 
new network shows, all sustain- 
ing, and now originates 10 hours 
of commercial net programming a 
week, compared with eight this 
time last year. Mutual has seven or 
eight Chicago shows, as many or 
more than last year. Although 
Chicago NBC lost the Carnation 
show to New York last year, it has 
three new dramatic shows here 
now. CBS is still originating some 
important soap operas here al- 
though fewer commercial shows 
over-all. 


Listeners Don’t Care 


To the listeners, of course, the 
subject is about as important as 
an atomic blast in a teacup, to 
worry a metaphor. Not one lis- 
tener in a hundred cares where 
his radio program originates. Even 
the agencies here do not seem to 
care whether their shows come 
out of Chicago, New York, Holly- 
wood or elsewhere. The adver- 
tisers seem to care less. 

There are plenty of reasons why 
fewer shows originate here than 
in New York and Hollywood. Tal- 


NEW FORMAT 


For the News in New Orleans 


i JOAN FONTAINE, sensitive-° 


faced motion pi 


setress, found 


tore blooming from a hospital bed “' 


im January. 


hors. Just enlisted im the Army 

Sat be Airforce ot Hamilton Field, Sen 

jeeme Of Francisco. his monthly pax. di- 

vides like this base par of $50 

“| S250 for previous serviee: $20.46 
for rations. $28 allotment for wike: SM 

tog fisst child and $30 for each 


Today. she seid that 


5 me 
Ris pi 


ago ihe star diverced Brian Aberne.: 
actor, cace described by her sa 
£ band ' world.” = 


News Items 
GROUPED by SUBJECTS 
for Easier Reading— 


Art and Typography 
PLANNED for 
GREATER INTEREST— 


‘ Another Modern ITEM Idea that Orleanians Subscribe To! 


Your New 
Selling Force 


in New Orleans 


TE 


Ralph Nicholson, President and Publisher 


READER ACCEPTANCE: Largest Evening Circulation in Lovisiana 
(92% concentrated in the New Orleans market—growing steadily) 
ADVERTISING ACCEPTANCE: Nearly 10,000,000 lines carried in 1945 


SAWYER-FERGUSON-WALKER CO., NATIONAL REPRESENTATIVES 


NEW ORLEANS 
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ent moves away because there 
are more over-scale jobs on the 
coasts, and they have their eyes 
on the movies or stage. Guests 
are easier to get elsewhere. More 
agencies have their headquarters 
in New York than Chicago. And 
the heads of the networks have 
given little indication that Chi- 
cago’s difficulties worry them. 

Some agency men, actors, writ- 
ers and even net personnel seem 
to agree with a recent charge by 
Ulmer Turner, Chicago Sun radio 
editor, that more and better shows 
would develop here if the nets 
brought in more capable program 
directors. If there is disagreement 
about this, some who think Chi- 
cago program men are satisfac- 
tory complain about top manage- 
ment in the chains’ Chicago of- 
fices. 


Retains Important Shows 


At present, certainly, fewer 
actors, writers and shows are leav- 
ing Chicago than in the past. Im- 
portant shows remaining here in- 
clude ABC’s “Breakfast Club,” 
sponsored by Swift & Co., Philco 
and Kay Daumit; General Mills’ 
four quarter-hour soap operas on 
NBC; Procter & Gamble’s “Ma 
Perkins” on NBC and CBS; Cu- 
dahy’s “Tena and Tim” on CBS; 
“National Barn Dance” for Miles 
Laboratories on NBC; the F. W. 
Fitch Company’s “Vic and Sade” 
and Quaker Oats’ “Those Web- 
sters” on Mutual; General Mills’ 
“Jack Armstrong” and Miles’ 
“Quiz Kids” on ABC, and others. 

Some of the new sustainers pro- 
duced here may pick up sponsors 
in the fall. Most likely to suc- 
ceed include “Esquire Sports Re- 
view,” dramatization of sport his- 
tory, and “Stump the Authors,” 
an audience participation show, 
on ABC, and “Olmstead Play- 
house,” “Grand Marquee” and 
“Tales of the Foreign Service” 
dramas on NBC. 


Apple Institute Elects 


Lamont W. Marvin, formerly 
with the Florida Citrus Commis- 
sion, Tampa, has been appointed 
general manager of the New York 
& New England Apple Institute, 
New York. James W. Elton has 
been reelected president. Other 
officers elected are: Vice-presi- 
dent, Wessel Ten Broeck; treas- 
urer, W. H. Gowdy, and assistant 
treasurer, Theodor Osholm. 


Airline Promotes Thigpen 

W. Rem Thigpen, district sales 
and traffic manager of the United 
Air Lines in New York, has been 
named special assistant to the 
president, W. A. Patterson, in 
charge of public relations in the 
Pacific Northwest, with offices in 
Seattle. 


Advances Heard 


Niel Heard, general manager of 
the Los Angeles office of Garfield 
& Guild, Advertising, has been ap- 
pointed vice-president in charge 
of all southern California opera- 
tions. He will continue to main- 
tain headquarters in Los An- 
geles. 


Stocking Joins F&S&R 


Willard Y. Stocking, formerly 
vice-president and general man- 
ager of Grant Advertising, Buenos 
Aires, has joined Fuller & Smith 
& Ross, New York, as account ex- 
ecutive. 


»°THERE’S PLENTY OF 
BUSINESS IN 
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Ifyou want 
a TREAT instead of 
a’ TREATMENT... 


= 


nat! You don care 


iy HUH 
ue 


$2 
r8, 


TREAT—P. Lorillard Co. returned to 

newspapers last week, using this 1,000- 

line copy in about 200 large-city news- 

papers. Lennen & Mitchell, New York, 
is the agency. 


Says Farm Market 
Role in Postwar 
Economy Is Vital 


WASHINGTON — With double its} 


prewar income and $10 billion in 
cash and government securities, 
the farm market is more signifi- 
cant than ever, and should play 
an important role in bolstering the 
postwar economy, the Department 
of Commerce feels. 

With mechanization of the farm, 
the number of individuals enjoy- 
ing a $14,800,000,000 income in 
1945 was only 25,000,000, com- 
pared with 30,000,000 sharing a 
$5,600,000,000 income in 1940. 

Effectiveness of the farm mar- 
ket will depend in part on the 
use farmers make of their savings, 
D. Stevens Wilson writes in the 
Commerce Department’s “Survey 
of Current Business.” 

Like the Department of Agri- 
culture, Commerce fears these 
funds will be diverted into spec- 
ulation in farm properties instead 
of the purchase of consumer goods. 

The present rise in farm real 
estate prices is reminiscent of the 
speculative boom following World 
War I, Mr. Wilson writes. By 
March 1 the Commerce index of 
farm real estate prices was 69% 
above 1939, compared with a 70% 
climb between 1913 and 1920. 

One favorable factor in the 
present situation is that credit 
financing has been a relatively 
minor factor, Commerce says, for 
more than half the 1945 farm real 
estate sales were for cash. 

Commerce sees no abatement 
of farm prosperity until well into 
1948, and no reason for slack 
then if there is business prosper- 


st 
iy 


é More key officials in Wash- 
ington read TIME regularly than 
read any other magazine, however 
big its circulation. 


2. The members of Congress 
vote TIME the most important 
U. S. magazine that carries 
advertising. 


For further details write to 


TIME 


9 Rockefeller Plaza, New York 20,N. Y. 


ity with a high level of wages, 
and jobs for the excess farm pop- 
ulation. 


3 Name Howe Service 


The Howe Service, New York, 
editor of house organs and sales 
literature, has been appointed to 
handle house organs of Interna- 
tional Mutoscope Corporation, 
maker of the Photomatic; Welbilt 
Stove Company; and Piel Bros., 
brewer of Piel’s beer. 


Victor Appoints V.P.s 


G. H. Turner, personnel direc- 
tor of the Victor Adding Machine 
Company, Chicago, and Carl Buch- 
ler, recently returned from two 
years’ overseas duty with the Of- 
fice of Strategic Services and prior 
to that with Victor, have been ap- 
pointed vice-presidents. 


Plans New Liquid Starch 


O’Cedar of Canada, Toronto, 
has developed a new formula for 
a liquid starch to be called 
O-So-Ezy. The Toronto office of 
MacLaren Advertising Company 
will handle the advertising, which 
will be released when the raw 
starch and packaging situations 
improve. ‘ 


Appoints Cook 
Ralph A. Cook has been ap- 
pointed sales manager of the 
Bean-Cutler division of the Food 
ee Corporation, San Jose, 
al. 


Deal Heads Council 


Harold R. Deal, advertising 
manager of Tide Water Associated 
Oil Company, has been named 
president of the reorganized West- 


ern States Promotion Council, San 
Francisco. Groups in Alaska and 
Hawaii as well as the 11 western 
states are included in the coun- 
cil’s membership. 


Vreeland Names Torrens 


Jos. Torrens, formerly buyer for 
Drug: Trading Company, Toronto, 
has been appointed general man- 
ager of Vreeland & Co., Toronto, a 
new drug and _ cosmetic sales 
agency recently founded by Rus- 
sell E. Vreeland, general sales 
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manager of Grove Laboratories, 
St. Louis. 


Form California Agency 

John J. O’Rourke, formerly ac- 
count executive of McCarty Com- 
pany, San Francisco, and Newell 
Farrar, previously advertising 
chief of McCarty, have formed a 
new agency, Farrar & O’Rourke, 
with headquarters at 255 Cali- 
fornia St., San Francisco, and in 
the Exchange Bank building, 
Santa Rosa. 


_ Agencies Knock Clients Over With Apples! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes... 

make impressive holiday 
friends and family. Free folder explains all. Prices: $2.75 and 


ifts for clients, business ya 
u 


Snow Mountain Orchard, Box 141-A, Yakima, Washington 


Qut in Front Together 
on A Fast Trackeo= 


Baltimore News-Post 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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Corning Glass to McKim 


Corning Glass Works, Leaside, 
Ont., manufacturer of Pyrex 
Ovenware and Pyrex Flameware, 
has named McKim Advertising, 
Toronto, as its Canadian agency. 
A fall campaign, starting in Sep- 
tember, will appear in English 
and French magazines, weekend 
papers and national farm publi- 
cations. 


Now Paul Winans 


The Paul Winans Advertising 
Agency has changed its name to 
Paul Winans Company, and has 
moved its offices to the Delta 
building, 426 S. Spring St., Los 
Angeles. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trademarks Reg. U.S. Pot OFF 


‘Please Send Me’ 
Is Newest Picture 
of Admen at Work 


Frustrated Idealist 
Makes Ads, But Isn't 


Happy Over Them 


NEw YorK — “The Hucksters” 
had its Evan Llewelyn Evans, 
Beautee Soap Company, and as- 
sorted male advertising practition- 
ers with an exaggerated penchant 
for sharing their beds with mem- 
bers of the opposite sex. 

“Please Send Me, Absolutely 
Free,” published July 31 (Harper 
& Brothers, $2.50), has Thaddeus 
Hopkins Spencer, head of Conti- 
nental Soap Company, and as- 
sorted female advertising practi- 
tioners with an exaggerated pen- 


chant for sharing their beds with 
members of the opposite sex. 

It can be safely assumed, how- 
ever, that Arkady Leokum, Rus- 
sian-born copywriter who is cur- 
rently with Lennen & Mitchell, 
and who wrote “Please Send Me 
... ” as his first novel, did not 
collaborate with Frederic Wake- 
man, “Hucksters’”’ author. In fact, 
Mr. Leokum’s book, which is in 
many respects much better than 
Mr. Wakeman’s, is sure to suffer 
from its untimely release immedi- 
ately behind “The Hucksters.” 


Follows Career 


Whereas Mr. Wakeman’s opus 
is a sex novel with some radio 
sequences and flashes of advertis- 
ing, Mr. Leokum has written a 
rather full-length portrait of the 
advertising business, with some 
sex sequences. The queerest dif- 
ference of the sex angle in the 
two books, aside from the matter 
of emphasis, is that Mr. Leokum 
paints admen who lead exemplary 
private lives or are only moder- 
ately and incidentally interested 


in sex, whereas many of the 
agency women in his book are fe- 
male Kimberleys of purest ray 
serene. 

“Please Send Me, Absolutely 
Free,” follows the career of Gene 
Winter from his summer vacation 
job in’a Catskills resort hotel 
through a_ semi-literate Green- 
wich Village romance, sundry 
discouraging attempts to get an 
editorial job and the landing of 
his first job with an agency by 
posing as a prospective client. 

With the aid of a flare for turn- 
ing out cute copy and snappy slo- 
gans, plus a quickly-acquired sup- 
ply of brass, Gene wends his way 
steadily up the copy ladder, mak- 
ing more and more money with 
bigger and bigger agencies, until 
he falls hard for an angelic Brook- 
lyn librarian, marries her and 
quits a $15,000 copy job at the 
beginning of World War II to 
write the Great American Novel. 


Back to Advertising 


The novel falls flat on its face, 
and within a year Gene is back, 
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Scruggs -Vandervoort - Barney, Inc. 


es W. Filene’s Sons Co, 


John Breuner Co., Berkley 
Robert Sim vs 


D. M. Read Co. 
Farrar Furniture Co. 
3 Fairway Furniture 
 Fenker's Finer Furniture 
* Kane Furniture Co. 


: pr too 

Be. Weyand Furniture Co. 
2 paceman or: 

oh m. er 
~ Kimpbrell’s Furniture Co., inc. 
aS Stoehr & Fister 

+”. Harbour-Longuire Co. 
LS Thurin’s 
‘Morehouse Martens Co. 
poe Union Furn. Co. 

: Bond Furn. Co. 
. Adair’s Furniture 


C. C. Anderson Co. 
Milwaukee Boston Store 
John Breuner Co., Richmond 
Hutzler Bros. Co. 


Joseph Horne Co. 
Dept. Store, Newark 


The Jones Store Co. 
Ludwig Baumann Co., Brooklyn 
C. E. Chappell & Sons, inc. 


ADVERTISE! 


To make the American Family spend more than 8¢ of 
its spendable dollar on Home, leading retailers from 
coast to coast have already run 386 advertisements 


(548,117 lines) tying-in with the “BETTER YOUR 
HOME ... BETTER YOUR LIVING” campaign. 
These advertisements have reached a total circulation 


of 88,846,800! 


This mighty crusade is creating 88,846,800 pros- 
pective customers for the products you advertise! 
ARE YOU CAPITALIZING ON THIS TRE- 


MENDOUS SELLING OPPORTUNITY? 


ARE 


YOU MAKING SOME OF THESE PROSPECTS 
YOUR CUSTOMERS? House Beautiful Magazine’s 
“Better Your Home... Better Your Living” program 
is your program, too! Your program to promote in 


your advertising, displays and publicity. 
Alert retailers and House Beautiful have done the 


spade work for you. Now you can use the “Better 
Your Living” theme, slogan and symbol in your home 
furnishings and home appliance advertising and know 
that ... you will “Better Your Sales.” 


Belter your lome.. 


deller your Living 


HOUSE BEAUTIFLL 


— wages tne 


McCaltum’s 
- John Breuner Co., Stockton 
Ludwig Baumann Co., N.Y.C. 


Emporium of St. Paul, inc. 
Meyer's . Store 
‘omeroy's, inc. 
Pender Furniture Co. 
H.&S. PogueCo. 


Boltin's 


Hahn 
Joske's of Texas 
Soutfiwest Furn. Co. 
Schroeder Bros. Co, 
Smulekoff's  . — 
Rosenbaum Bros. 
Feldman Bros. 


Duff & Repp Furn. Co. 


John Bruner Co., V 
The Hecht hg 


Muller Co. 
The LH. Field Co. 
Robert Keith, Inc. : 
Nelson's of Jamestown ts 
McCurdy & Co. cas 
Whitehill’s 


Carmen's 
Morris-Early & Co., inc, 
Black's 


Calef Furn. Co. ; 
John Breuner Co., Sacramento ~ 
C. F. Hovey Co. 


Geo. B. Peck Co. 
Koos Brothers 
Hens & Kelly, inc. 
La Salle & Koch Co. 
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but this time as copy chief at 
Scott, Cronin & Co., “one of the 
five largest advertising agencies 
in the world,” getting $35,000 and 
a promise of $50,000 if he makes 
good. 

Scott, Cronin & Co. has Mr. 
Spencer and his Continental Soap 
Company as its client, but neither 
Mr. Spencer nor Prentice B. 


Thayer, head of the agency, clas- : 


sify as “characters.” They’re 
strictly hard-boiled business men, 
with their souls, if any, well hid- 
den by dollar bills. 

The war is really getting go- 
ing along about this time, and 
Gene’s wife dies in childbirth 
along with her infant. There are 
many discussions of wartime ad- 
vertising, the wind-up coming 
when Mr. Thayer refuses to ap- 
prove a suggested campaign for 
a client reminiscent of the well 
known “This is the enemy” theme 
because “those men—the ‘enemy’ 
as you call them—are going to be 
our customers again.” 

On the whole, advertising men 
are likely to disagree less with the 
material in ‘Please Send Me, Ab- 
solutely Free,’ and to find its 
pages more intriguing because it 
presents a much more intimate 
close-up of the New York adver- 
tising business. By the same 
token, the frustration of an ideal- 
ist who finds advertising less than 
satisfying from most standpoints 
other than that of money will ring 
a familiar bell in the hearts of 
all craftsmen in all fields who in- 
wardly aspire to be artists. 


Roebling’s Promotes Two 


Forest S. Burtch, manager of 
sales for the aircord division, John 
A. Roebling’s Sons Company, 
Trenton, N. J., has been promoted 
to manager of sales of the wire 
rope division. William Hobbs Jr., 
on the engineering staff since 1934, 
has been named to succeed Mr. 
Burtch. 


e 


Folks here 
like the happy 


association 


of NBC shows 
and KDYL’s 


alert local 


showmanship. 
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“No Nation Can Live Alone” 


Eugene Meyer, President of the International Bank, said: 


“‘No nation has a greater interest in world stability than the United 
States of America ... No nation can live alone in this new world of even 
greater speed of communication and transportation . . . The worst part 
of the depression of 1931-1932 followed the impairment of international 
trade due to instability of foreign currencies.” 


Top Management men, being essentially 
world-minded, are entirely aware that “no 
Nation can live alone.’’ That’s why 
WORLD REPORT is being snowed under 
with top-management subscriptions. In 
WORLD REPORT only can Management 
keep posted quickly and conveniently on 
how world trends are shaping in the import- 
ant centers of world trade. 


YOU CAN APPROACH MORE THAN 50,000 OF THESE MOST IMPORTANT WORLD- 
MINDED MEN THROUGH ADVERTISING IN WORLD REPORT—AT ONLY $600 PER PAGE. 


This letter from the Ass’t Gen’l Passenger Agent of the 
Southern Pacific Company is typical of several thousand 
comments received from subscribers who know that no 
Nation can live and prosper alone: 


“In reading World Report I have come to realize as I never have before definite need for accurate analysis and intelligent forecasting of the 
what we have been lacking in the past in the way of information about economic and political news of world affairs. . . With world conditions 
world events. You have undertaken to render a service which is of ines- as they are today, I consider World Report the first on my list of ‘must’ 
timable benefit to the American business man. . . American industry has reading.” N. Kinell 


WORLD REPORT 


THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 


published by 


UNITED STATES NEWS PUBLISHING CORPORATION 


DANIEL W. ASHLEY 
VICE PRESIDENT IN CHARGE OF ADVERTISING 


30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


ye S WORLD REPORT— ‘he No. 1 advertising medium to reach world-minded people 5 
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~makes a sensationa 


Overwhelming endorsement by active 


editorial concept and big name 
unprecedented demand both in 


with the result that SPORTS AFIELD 


men’s magazines with a guaranteed 
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~SPLARHEAD > 


Don't Be Satisfied with Ordinary 
Wasteell DISPLAYS 


Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results. 

We are a Display Agency and co- 
operate fully with your advertising 
agency to “Pipe-in” the force of na- 
tional advertising. 


YOUR DISTRIBUTION PROMOTION PLANS WITH 
LEADERSHIP AT “POINT OF SALE” 


For NuTone Chimes for department stores 


ERCHANDISE / Toit “pulls 


36 Pages... 420 Pictures... an Exhibit of Performance 
Write for a copy of it Today on your business letterhead 


America’s Largest Organization Specializing 
in Merchandise Presentation 


W.L. STENSGAARD & ASSOCIATES, INC. 


304 N. JUSTINE STREET « CHICAGO 7, me. 


Jack Goldhar Resigns 


Jack Goldhar, eastern sales 
manager for United Artists, New 
York, since February, has resigned 
to devote himself to private inter- 
ests. He will retire to Detroit for 
a prolonged rest following his de- 
parture from the company Aug. 2. 
Mr. Goldhar joined the company 
as a salesman in the Detroit 
branch in 1924, became branch 
manager the following year, and 
was appointed central district 
manager in 1927. 


Hoost Joins ANAN 


Allen J. Hoost has resigned as 
assistant to the chief auditor of 
Republic Aviation Corporation, 
Farmingdale, L. I., to become 
comptroller of America Newspaper 
Advertising Network, New York. 


‘Manhattan Appoints 


Manhattan Soap Company, man- 
ufacturer of Sweetheart soap, has 
appointed Irwin. Vladimir & Co., 
New York, to handle export ad- 
vertising. Duane Jones & Co., 
New York, handles domestic ad- 
vertising. 


ANPA ‘Blue Book’ 
Proves ‘It Pays’ — 
with 78 Examples 


New YorK—The Bureau of Ad- 
vertising of the American News- 
paper Publishers Association has 
brought out the eighth edition of 
its annual “Blue Book,’ listing 
case histories of 78 “noteworthy 
advertising successes” in newspa- 
pers during 1945. 

Advertisements from each cam- 
paign, representing the work of 
61 agencies, are reproduced and 
the objectives, methods and re- 
sults described. Grocery products 
advertising is represented by 18 
campaigns, and alcoholic bever- 
ages by 10. 

A campaign for Sloan’s liniment 
by Wesley Associates used 2,700 
daily and weekly newspapers in 
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You need newspapers to sell New York 


Advertising Age, August 5, 1946 


small space twice or three times 
weekly. “Within a few months of 
the campaign’s start,” the bureau 
says, “a downward sales trend 
had been halted. By the end of 
the first 10 months, sales had in- 
creased by 325,000 bottles, despite 
the fact that the 1945 budget was 
15% less than that spent the pre- 
vious year.” Sixty percent of the 
budget went to newspapers. 


Sales Hit New Peak 


H. J. Heinz Company’s cam- 
paign for Heinz vinegar used 
twice-a-week 150-line ads in 600 
dailies. Salesmen merchandised 
the program to dealers, who 
stocked up with 86% more bottles 
of salad vinegar and 55% more gal- 
lon jugs of pickling vinegar than 
ever before. At the end of 13 
weeks “consumers had _ bought 
35% more of salad vinegar and 
32% more of pickling vinegar 
than during any similar period in 
any other year in the company’s 
history.” Maxon, Inc., was the 
agency. 

Rit Products Corporation, Chi- 
cago, introduced Rit all-purpose 
dye on the Pacific Coast through 
Earle Ludgin & Co., with weekly 
insertions in eight dailies, and the 
company sold not less than 50% 
of any market and in some cases 
sold as high as 90%. 

Brewing Corporation of Amer- 
ica, Cleveland, in opening new 
markets for Carlings Red Cap ale, 
used 11 newspapers in 91 cities, 
with copy ranging from 1,000 to 
640 lines weekly. Carling ex- 
panded from seven states to 23, 
ranking third or fourth in brand 
preferences in these areas. Sales 
increased by 12.4% over 44 vol- 
ume. Lang, Fisher & Stashower, 
Inc., prepared the campaign. 

The bureau’s volume has added 
an index to newspaper advertis- 
ing techniques in addition to its 
other features. 


Walk-Over Plans Drive 


Geo. E. Keith Company, Brock- 
ton, Mass., maker of Walk-Over 
shoes, has scheduled a fall cam- 
paign using Collier’s, Esquire, 
Harper’s Bazaar, Ladies’ Home 
Journal, Life, Vogue, Woman’s 
Home Companion, Christian 
Science Monitor and the Jewish 
Daily Forward. Business papers 
and dealer promotions will also 
be used. Ferry-Hanly Company, 
New York, handles the account. 


Mahony Not a V.P. 


Michael F. Mahony, who was 
recently elected a vice-president 
of Ruthrauff & Ryan, New York, 
was identified in AA July 22 asa 
former vice-president of Kudner 
Agency. Although Mr. Mahony 
was at one time a Kudner ac- 
count executive, he was not a 
vice-president of that agency. 


Hoover Joins Upson 


Harold S. Hoover, previously 
director of public relations for the 
Crosley Corporation, Cincinnati, 
and the General Tire & Rubber 
Company, Akron, has joined the 
Upson Company, Lockport, N. Y., 
in the same capacity. 


PARDON US 


Some New Customers 
Are Waiting For You 


if your business is something 
to eat or drink 


... or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invi- 
tation to buy.” For the Negro 
looks to his race press with con- 
fidence and loyalty. Your adver- 
tising in these papers can win 
the response and regular patron- 
age of this 7 billion dollar mar- 
ket. Get the facts on some of the 
success stories built by advertis- 
ing in this live field. Drop a let- 
ter or post card today to 


Interstate United Newspapers, Inc. 
S45 FIFTH AVENUE, NEW YORK 
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Outstanding orator of the 
middle and late 19th century 


"In Inevery ‘republic it i is dhicolubaly necessary that there i‘ 
a should be free speech. Free speech is the gem of the | 


ae 


ee: Ree a te See at ge Cekiwcth aee : Bee ee oe eis _:/ eee Bee Se nec fib tls OA <i at a 
egies aa 7 E eH on pee : ; : ee aS: hinepees caer ee Has Wy: ele Bi «eRe R: a 
. = i Se geen cgi ig omens a eae s 
eau seahy ) oe 4 
of Peat _ ® 6! oo ae a 
ine ' j q 4 , #. & ee. ei Sy ey Z 3 a 
vite a4 — . ae oh Mae % 
re- | ANY e —— \ a ca. si 
(oie eS A —  . _@ ee : i 
the cilaa re - 4 | a \ a 
m= 7“ a io: ee : . 
o ia — A ft | " | | i 
vho | ? . ee 4 4 : : : 4 \ ie : i A: 
jal- 7 ll a aia’ : 
han fi . ——. . ; — 
— | vy. i © | —_ , 
ght 4 a - é oe Pag | : S , 
Ly’s re ene ae AS se 
i | ok i, * , ‘i ae “ 
Vie ae : & } il = : 3 . 4 4 = 
ose * oe y a’ oo _ ar = a 
igh aha oe eo ae ae a i N 1 8 R @) : Conon ee 
0% ’ co Dill Tne sie «eee ae ee : ana eee ees Seah Sota 4 £2) - 
| ) : iil ee ee eae _ _ a isa ati 4 aes eet en a ae pesrey Ae ¢ : i; : 
er= | ins ame it ’ aa - fo rer ees FE oi Ae ae ae oe. Sedneiaee a i = a y) 4 4 >, ASE a: hee ; ; 
ew | : ‘i " e dial oe ov wo i iy Eoncnae k et eo oY hehe Sh (4 =a a Pea pie = : 
ale, iis % eae - = reas — : Ae” _ 5 ea aK , a a b 
ies, ti Wi : St Ci” eae 7 
to = ato & / x s ce oe 5 LEY. ey Pe r a : 
and i Me ears, bere le : 
ules ; bs i sien 
rol- = ; i SRE a “ ‘ ’ us 
jer, SAID: ! ~ 
7 : OE a 
led : ‘ 
tis- ‘ - 
its i ee 
| ‘ as 3 
ire, NM ait "SMR Na: Se ae ME Le ie ee i 
me : ; a — 
in’s ; ; “ ae 
a n a — os — Fe a 
ish . ee tk ae . 
ers : Se J III i. : 
- ; coal i sn ee Peers one ae ner 
i os - a cal E | erie. : BS 
E iia 3 ee le oe —aer a ae % : . m me o) Deis 7 ‘ aan 
‘ : . = : ee ae ° P 
ee. | 
rk | “i if ie cee eee hed | @) D ae a ee a . 
| ! ore ae ae 
a Cae, ao — — ea 3 | 2s 
| _ = oe ee bt : 
| a. A’ | : 
sly — 3 t ; 
ati, 7 — ; , pW \ bs a 
the r a : ' aa a " <4 F G a, ie 
- m or : 
— ‘ af ” : ; : a a 
KT le 22 : : i iF 
Sad fi ik 
e Pe So ‘ y ius ns 
| OF oe AN ‘ : mY 4 : ee e 3 9 
) | FREEDOS . 2 - , xis i R '@) \ T i 
ng | ss 7, : s Ff ie dE A 
ust «x. ma... pr or. 20 ‘ Po tak ¢ asda - , ef ore . + j 
sted ies 2 ‘ 
on- Se cig aot tagt Ab ie ed an aad By = ass | a ies) 
rer- oS Wie iy : " , 3 , oer ae " ay ai ag ‘ ce ee Pen iss cae aon si : 
on- ; 4 
: ADVERTISING M 
~ AARON: RROMMRIGTING SYSTEM BASIE SIRTION © FISHER. BUNUMING. DETRONT. 
ol ei RIB | : ee SUMAN EASRER BULTNG o DELRO : ce ) 
RK ~ e 2 ag z ‘ < 5 a , 
. n~ 4 ~ 
wa} See ane 2 sad ba FS Whe S - a ase es ee he ee Ee ail é be \ . : 3 


ae 


es 


30 


Boosts Minerals 
in Marshmallows 


CHIcAGo— Marshmallows aren’t 
just plain marshmallows any more. 
Shotwell Mfg. Company has in- 
troduced “fortified’ Puritan 
marshmallows, boasting in each 
4-ounce package enough calcium 
to equal one and one-half glasses 
of milk, phosphate equal to one 


glass of milk and vitamin D equal 
to one and one-half glasses of 
| milk. 

With the assumption that three 
|of every four Americans are de- 
‘ficient in these minerals, Shotwell 
|is plugging its “fortified” marsh- 
mallows in half-page, four-color 
-ads in The American Weekly and 
| This Week, plus copy in more than 
a score of metropolitan daily 
newspapers, and_ grocery trade 


PHOTOGRAPHY 


phone 
WHI. 5355 


STANDARD 


PHOTOST 


FOR ADVERTISING 


STUDIOS 
INC. 


540 N. MICHIGAN AVE 
185 N. WABASH AVE 
410 N MICHIGAN AVE. 
111 — DELAWARE ST. 


Al) 


publications. 

Shotwell conceded that produc- 
tion is limited due to sugar short- 
ages, but hopefully declared “keep 
looking”. The marshmallows, the 
company said, do not lose their 
mineral content regardless of 
cooking, baking or heating uses. 

C. Wendell Muench & Co., Chi- 
cago, is the agency. 


Ad Vets Meet 


The Advertising Post of Amvets, 
limited to vets of World War II 
who are in advertising or allied 
fields, held a combined dinner and 
business meeting Tuesday, July 
23, in Chicago to plan fall activi- 
ties. The group holds luncheon 
meetings the first Tuesday of every 
month at Chicago’s Hotel Con- 
tinenial. 


Baynham Shoes to Berger 


The Baynham Shoe Company, 
retail shoe chain, has appointed 
Alfred Paul Berger Company, 
New York, to handle advertising. 


Pages will be scheduled in national 
fashion publications. 


Revlon Buys Plant 


Revlon Products Corporation, 
distributor of Revlon cosmetics, 
has acquired through the Alien 
Property Custodian, for $330,000, 
the Graef & Schmidt cutlery plant 
in Irvington, N. J., which was 
seized in 1943 for trading with 
the enemy. Revlon will use the 
plant to supplement the output of 
manicure implements being pro- 
duced hy two other Revlon plants. 


GF Insures Freshness 


All Post’s ready-to-eat cereals, 
products of General Foods Cor- 
poration, New York, are now 
reaching grocers in a new “Fresh 
Protector” package, designed to 
retain an “out-of-the-oven” fresh- 
ness not previously available to 
consumers outside of the plant 
area, 


ABC Advances Linger 


Dean D. Linger, a_ publicity 
writer with ABC’s central divi- 
sion press department, has been 
named assistant to Karl R. Sut- 
phin, central division sales pro- 
motion manager, effective Aug. 15. 
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MUST SELL — (eth sides of the river 
capture... America’s 3rd Market! 


million families with an effective buying income of over five billion dollars live in the 14-county Philadelphia 


trading area. This major sales territory is geographically divided by the Delaware River. * * * In order to sell your goods it is 
necessary fo sell the people living on both sides of the river. * * * Only the Courier-Post gives direct access to the rich Jersey 
side. It offers dominant coverage of the four South Jersey counties — Camden, Burlington, Gloucester and Salem — delivering 
85.1%* as much circulation as ALL PHILADELPHIA DAILIES COMBINED! * * * The 65.19* Camden trading area coverage of 
the Courier-Post exceeds that of the largest Philadelphia daily paper in the Philadelphia A.B.C. trading area. * * * National 
advertisers know that this intensive coverage pays off in sales! In 1943 (before newsprint rationing) and again in 1944 and 
in 1945, the Courier-Post carried more general display advertising than appeared in such leading metropolitan dailies as the 
New York Journal-American, Chicago Sun, Detroit Free-Press, Cleveland Plain Dealer and Pittsburgh Post-Gazette.t 


* A.B.C. Audit Reports 


+t Media Records 


For a comprehensive analysis of newspaper coverage in the Philadelphia trading area, write the 
Advertising Department, Camden Courier-Post, Camden, N. J. for a copy of Three Star Market. 


CAMDEN COURIER-POST 


REACHES 6 OUT OF 7 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 


National Advertising Representatives 


NEW YORK 


CHICAGO 


PHILADELPHIA 


DETROIT 


CLEVELAND 


Advertising Age, August 5, 1946 


Foods-by-Air 
Traffic Believed 
Likely to Expand 


WASHINGTON — There is still a 
great deal to learn about the pos- 
sibilities of transporting perishable 
fruits and vegetables by air, but 
the latest Department of Agri- 
culture studies indicate that straw- 
berries and tomatoes are particu- 
larly adaptable to air shipment. 

With the price of air transporta- 
tion still uncertain, the true po- 
tentialities of this fast shipment 
have yet to be determined, how- 
ever, it is now believed that “a 
substantial percentage’ of fresh 
fruit and vegetables will be flown 
if the tariff drops to 3 cents a ton- 
mile. 

Even at 5 cents a ton-mile, the 
optimistic airport-to-airport figure 
of many aviation authorities, gov- 
ernment officials believe fairly 
large quantities of this traffic will 
take to the air, and at 10 cents, a 
likely possibility, the strawberries, 
tomatoes and raspberries are 
“good prospects.” 

Estimates show a possible 5- 
billion ton-mile potential cargo in 
fruits and vegetables from the 
“winter garden areas”’—the West 
Coast and southern states—to the 
Northeast. In addition, there is 
the “luxury” trade in _ tropical 
fruits from Florida, Texas and 
California, and as far away as the 
Caribbean and South America. 

Railroads and truckers are not 
taking this potential competition 
lying down. Improved, lightweight 
refrigerator cars and trucks, bet- 
ter handling service in terminal 
and yards, and more efficient op- 
eration are in prospect as they 
compete to hold the business. 


AFA Adds Eight 


The Advertising Federation of 
America has elected the following 
to membership: Toledo Blade; 
Loomis Advertising Company, St. 
Louis; Economics Laboratory, Inc., 
St. Paul; Toys & Novelties, Chi- 
cago; R. L. Bird Company, Salt 
Lake City; Northern Indiana Pub- 
lic Service Company, Hammond; 
Adams Associates, Chicago, and 
Chet L. Swital & Associates, Glen- 
dale, Cal. 


Joins Smith-Victory 

Maxim Konecky, formerly vice- 
president in charge of sales of 
William Prim, Inc., has joined 
Smith-Victory Corporation, Buf- 
falo, hairpin manufacturer, in the 
same capacity. 


Print it in. 
the West | 


FOR WESTERN es 


| pisrriputio 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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in St. Louis’ Grocery Store Market ! 


Measuring the sales appeal of packaging, merchandising and * 


Ml ii ied Bor han that more ha of the 


St. Louis Market is outside the City Limits? 


advertising is easy in St. Louis. A continuous survey of the 
That means you really have to “get around” in the St. Louis area. 


area’s grocery store sales is furnished to GLoBE-DEMOCRAT — And you can. Just come along in the St. Louis Globe-Democrat . . . 


it’s the city’s only daily that even claims to cover successfully the 
advertisers. Reporting on 450 products in 27 grocery - store 


surrounding area . . . 87 rich counties in Eastern Missouri and 


Southern Illinois. 


classifications, this accurate audit shows what you’re doing 


. .. What your competitor is doing. This plus service helps 


GLoBE- Democrat advertisers do a better job. St. Louis Globe He mocrat 


Why not write for complete information ? 


ee eee 


ROE 


The vital 8-to-20 age group’s brand prefe 
and indirectly affect the sales of nearly e 
cereal, bar of soap, tube of dentifrice, and pa 
ers, sold in the nation’s market places. Thé 
Brown Survey conclusively proves — young 
moves merchandise. Interested in how you 
uct stacks upP 


Cae ee 


7% From a study of mass-selling products 
in 26 major classtfications, based on over 
5000 personal interviews, in 41 urban 
areas from coast-to-coast . . . conducted 

by Stewart, Brown and Associates. 
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Youth is independent! Its wants, impressions, likes and 
dislikes, are fresh, new . . . belong to youth alone. In their 
receptive span before maturity . . . while preferences 
are developing ... you can mould this market into definite 
lifelong buying habits. Remember, every year between 2 
and 3 million Americans are born . . . become men and 
women, mothers and fathers. So if you are to grow with 
this ever-new, ever-widening market of more than one- 
third of all the people in the United States, you must sell 
them now! 


are : 


Only in-comic magazines do you reach the heart of 
the 30,000,000 youngsters in the vital 8 to 20 year old 
bracket. Only when you enter their world of laughter, 
tears, thrills, and adventures... only then can you create 
a lifetime preference for your brand. The NATIONAL 
COMICS GROUP ... young America’s favorite mag- 
azines, with a guaranteed 8,000,000 ABC circulation 
monthly . . . shoots straight at the core of this vast im- 
pressionable market! 


The National Comics Group 


Editorial Advisory Board 


Action Comics Buzzy Mutt and Jeff 

Adventure Comics Comic Cavalcade Real Fact Comics DR. LAURETTA PEARL S. 

All American Comics Detective Comics Real Screen Comics BENDER BUCK 

All Flash Comics Flash Comics Sensation Comics Aoese. feet. of Anther, A er gr The 

All Funny Comics Funny Folks Star Spangled Comics N. Y. University — oe ee . _ 

All Star Comics Funny Stuff Superman JOSETTE Sane 

Animal Comics Green Lantern Wonder Woman FRANK Dept. of English 

Batman Leading Comics World’s Finest Comics Child Study Asso- Literature _ 

Boy Commandos More Fun Comics : ciation of America N. Y. University 
DR. W. W. D. DR. ROBERT 

SONES THORNDIKE 


oO 


This cover symbol identifies 
the best in comics reading. 


Prof. of Education Teachers College 
Univ. of Pittsburgh Columbia Univ. 


COM. GENE TUNNEY, U.S.N.R. 
q New York Boy Scout Foundation 
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Wells Joins Loudon 


Wilfred B. Wells, former owner 
of the Wells Advertising Agency, 
Boston, has joined the Boston of- 
fice of Henry A. Loudon, Adver- 
tising, in a new business capacity. 


Prints Largest Issue 


The July issue of the Torch, 
Milwaukee Advertising club mag- 
azine, is the largest in the his- 
tory of the publication. The more 


than 250 page issue contains ar- 
ticles and pictures of the AFA 
convention in Milwaukee as well 
as highlights of the club’s activi- 
ties during the last year. 


Increases Ad Rates 

Effective with the Oct. 1, 1946, 
issue, S.A.E. Journal, published by 
the Society of Automotive Engi- 
neers, New York, will increase its 
basic page rate for new contracts 
from $185 to $260. 


FM, Snagged By Snafus, 
Radio's Latest Football «:; 


Blame for Slowdown 
Kicked All Over 
Broadcasting Field 


BY DICK DOAN 

NEw YorK— What is holding 
back FM? 

That’s radio’s $64 question of 
the moment, and a satisfactory an- 
swer is being sought more ur- 
gently every day. 

Blame is being kicked all over 
the broadcasting field, from the 
radio set manufacturers to “en- 
trenched’” AM _ broadcasters, to 
transmitter builders, to the FCC, 
to Petrillo, and back again. Parts 
shortages and strikes get their 
usual boot, as do new-construc- 
tion curbs and postwar conditions 
in general. 

The only point very many agree 
on is that frequency modulation 
isn’t spurting ahead the way most 
people thought it would a few 
months ago. And concern over 
this fact is mounting in many 
quarters. 


‘Unwanted Child?’ 


“FM Is Unwanted Child of Ra- 
dio Broadcasting” headlined the 
New York World-Telegram re- 
cently, quoting Maj. Edwin H. 
Armstrong, inventor of FM, as 
declaring FM “has been delayed 
beyond all reason.” 

“FM (Forward March) in Re- 
verse” bannered Variety, telling of 
“an alleged ‘resistance movement’ 
among standard broadcasters and 
set manufacturers against pushing 
FM.” 

“Red? Green? Or Forever Am- 
ber?” asked a headline in Fre- 


quency Modulation Business, in 
which Publisher Martin Codel 
finds it “ironical—disconcertingly 
so, in some respects—that there 
are nearly as many applications 
on file with the FCC for new AM 
stations as for FM,” although FM 
“must eventually and inevitably 
displace AiM locals and regionals, 
at least.” 


Slow Progress Expected 


The opinion that FM is being 
held back is not entirely unani- 
mous. Some feel its development 
must of necessity come gradually 
rather than overnight. An en- 
gineering executive of one of the 
major networks told AA: “Frank- 
ly, we don’t think FM will re- 
place AM for 20 years. We esti- 
mate it will be five years before 
FM has anything like the potential 
of AM.” 

Many more interested observers 
feel, however, that FM would be 
blooming rapidly but for a com- 
bination of snafus. In broadcast- 
ing circles, particularly, the Pe- 
trillo ban on FM pickup of AM 
broadcasts is cited as a big delay- 
ing factor. 

FCC’s decision to kick FM “up- 
stairs,” from 45-50 megacycles to 
the 88-108 mc band, didn’t help 
any. “It was a body blow,” a mili- 
tant FMer told AA, adding that 
“any one of us could have given 
you a clear picture of FM’s pros- 
pects six months ago, but today 
it’s just an awful mess.” 


Many License Bids Dropped 


Withdrawal of many FM license 
applications has been blamed in 
some cases on the failure of re- 


ceiver makers to release enough 
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sets to provide sufficient audi- 
ences. Before the FCC last month 
the United Auto Workers (CIO), 
itself an FM applicant, charged by 
inference that RCA was holding 
back FM set production, assert- 
ing that “success of FM is likely 
to decrease its (RCA-owned 
NBC’s) advertising revenues.” 
Denying any holdback, Joseph 
B. Elliott, RCA _ vice-president, 
testified that 60% of all “techni- 
cally feasible” sets produced by 
RCA will be AM-FM combina- 
tions, and that heavy set produc- 
tion will begin in September. 
The UAW also appealed to the 
National Association of Broad- 
casters to take the lead in reliev- 
ing the “critical situation” in FM 
set production, and called upon 
the Department of Justice to in- 
vestigate the whole situation. 


Asks Federal Inquiry 


Sen. Glen Taylor of the Senate 
small business committee also 
urged a Justice Department in- 
quiry. Charging manufacturers 
with conspiring to sell 20,000,000 
“out-dated” AM sets this year, 


“Couldn’t one of you go home and 
listen to WFDF Flint?” 


ortraift of a tyro 
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Research people, so the rumor is bruited, must be prepared for—but not 


TZ: 


necessarily believe—just about anything. And, an important part of the 
two research job is to keep tabs on developments which may be passed on to 
uo a client’s benefit—improvement of copy claims, for instance, as a means to 
i? we increased sales acceptance. - 
o ( , ~ For a good many food accounts, particularly those with nutritional claims, 
. an vitamin fortification can be a determining sales factor. And, in 
e recommending such copy claims it is useful to have information about 
« DPI vitamin concentrates. 
You may recall that DPI pioneered commercial development of molecular 
distillation in high vacuum. This process is being used to make available 


two superior vitamin concentrates: Distilled Vitamin A Esters and 


FA - ; Distilled Mixed Tocopherols, Natural Type (vitamin E, that is). Each 
= > _ ’ is an “only”? product of its kind; each is remarkably stable, bland and 
= > aap — uniform in potency; each is a vitamin to watch. The nutritional values 
a = is YS So > of Vitamin A are well known; and some surprising new values are being } 
Ss —- Ss demonstrated for Vitamin E. 
— s 
—, are lh We invite you to write for more complete information about these two 
N Ae” vitamin concentrates and the place of molecular distillation in modern é 
~ NA“ industry. You may find the facts useful in your work. 
“ 
eS Te DISTILLATION PRODUCTS, INC. 
* ane ne ene a ne a ne a ee ‘ 755 RIDGE ROAD WEST, ROCHESTER 13, NEW YORK 
eon anette ea ate nee" ". tee" ee eee ee 570 LEXINGTON AVENUE 135 SOUTH LASALLE STREET 
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1- he suggested there had been “con-| which already has shipped units;convention in Chicago. Among,line of large radio-phonographs 
th . certed action” by set makers and|to WGN, Chicago, CBC in Mon-| these was RCA, which “pre-pre-| with FM to be offered the public.” Industry Groups 
Ds standard broadcasting interests to|treal, KFI, Los Angeles, and| viewed” its first Victrola radio-| The F-E sets tune in only the new 
ay “withhold from the public a new/Telephone & Radio Corporation,| phonograph with “RCA Victor su-| high band. “ 
1g invention which will vastly im-| WGFM, Schenectady, isat work on} per FM,” “not expected to be| Westinghouse has three FM sets Push Drive f f 
a prove the quality of radio broad-/ orders for 125 more. Westinghouse| available for delivery until the|im the making (AA, May 6). Pilot .) 0 
ly casting and reception and which| has 1 and 3-kw units in produc- fall.” Radio claims to have put the first 
ed will make possible a wider divers-| tion, to be followed by a 10-kw . table-model FM set on the market 
ity in ownership and control of| model which will be ready about Other Offerings (AA, July 8). Scott is out with ore anne § 
oh radio.” the end of this year. Others re- Anoths hibit Jeff a deluxe AM-FM model. Zenith 
at, These views by Senator Tay-|cently reported in production in- Se er wae Comer! ie has introduced its first FM| Wasuincton—Local shortages in 
: dl -Travis, which unveiled a de- 
= lor, who some months ago urged | clude RCA, which has not yet an- a 4 : ‘ sets. FM channels have become so 
; ; ‘ luxe AM-FM set including an ace- : : 
oy small business men to get into|nounced delivery dates; Federal A notable holdout among the} serious in many areas that power- 
ll FM (AA, Dec. 17), got no support|now delivering 1, 3 and 10-kw| ‘te film tape recorder and phono- manufacturers is Crosley, which,| ful segments of the broadcasting 
c- from James D. Shouse, vice-pres-| units; Radio Engineering Labora-|8T@Ph, priced to retail “some-| according to Mr. Shouse, will stay|industry are already asking the 
ident of Crosley Radio Corpora-| tories, Temco and Harvey Radio| Where about $1,500.” out of FM this year. FCC to revise the frequency allo- 
- tion, who recently urged small | Laboratories. vy Sr ong reemeaerh hy hatha 
- newspaper publishers to “look, ing four consoles with “Complete 
V- don’t leap” at FM (AA, June 24). New Models Displayed FM’’—both the FM bands; Bendix GIBBONS KNOWS CANADA 
M Mr. Shouse, appearing before the Several major receiver manu-|has announced an FM console; 
on FCC, said he felt FM “may never |facturers showed their first FM|Freed Radio recently exhibited aovertisinc J.J GIBBONS LTD. mencnanoisine 
n= be competitive to AM except in a! models last month at the National|seven Freed-Eisemann consoles TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, VANCOUVER 
few limited areas.” He doubted! Association of Music Merchants! claimed to be the “first complete 
whether FM would be a competi- 
tive factor at all in the broadcast- 
te ing field for some time to come. 
so President R. C. Cosgrove of the 
n- Radio Manufacturers Association 
TS called the UAW charges “silly 
00 and stupid,” declared the set 
ar, makers are just as anxious as 


anybody else to build FM re- 
ceivers, and blamed parts short- 
ages and the slowness of FM sta- 
tions in getting on the air. 


‘Glut on the Market’ 


Electronics Magazine asserted 
in its June issue, however, that 
the nation’s radio manufacturers 
were “hell bent on loading deal- 
ers with table models without fre- 
quency modulation” and _ these 
“small boxes” now are a “glut on 
the market.” 

And the Census Bureau, report- 
ing last month on radio production 
for April, found “no activity in 
FM sets or FM converters” de- 
spite the fact that the output, 
nearing 1941 levels, totaled 1,- 
135,128 sets. 

Amid all the shouting, FM, not 
entirely stymied, is making some 
progress. Some 60 FM stations are 
operating in the U. S.; a few are 
being added monthly, and new- 
comers have taken the air in St. 
Louis, Syracuse and Omaha. More 
than 125 construction permits and 
more than 500 conditional grants 
have been issued by the FCC for 
additional FM stations. Some 600 
of the nearly 1,000 AM broadcast- 
ers have indicated they expect to 
get into FM (the FCC expects 
FM stations might total 5,000 
eventually). 


Receivers Inadequate 


On the receiving end, there are 
an estimated 500,000 sets in the 
U. S. capable of picking up FM 
on the old low band, but not more 
than half of these “have the real 
merits of FM,” according to one 
authority. The number of sets ca- 
pable of tuning in the new band 
is not known. 

Construction of FM transmit- 
ters, interrupted by the war, is 
under way again. General Electric, 


FROM THE OUTSIDE 


Concentrated Circulation 
Gives Enduring Results 


92% Home - carrier - delivery and 
Bayonne family subscription 
gives us a unique ability to 


73% 


get you enduring results in 
a community we have been 
serving for 76 years. 
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ITH the war over, Rural Electrification 

throws the switch into top speed... bringing 
benefits to the American farmer and his wife 
that are changing their whole outlook. 


An estimated 3-billion dollars is earmarked for 
electrification, with a billion-and-a-half allocated 
will 


spend another half-billion of their own money 


to new line-construction alone. Farmers 


for wiring. 


Mr. and Mrs. Colossus are opening their bulging 
purses for appliances, too. 19% plan to buy 
radios; 28.2%, refrigerators; 21.3%, washing ma- 
chines; 18.5% to install running water. There will 


be utility motors, cream separators, power-tools, 


POWER 


to Mr. and Mrs. Colossus! 


electric lighting. And electrification will call for 
new linoleum, new draperies, new furniture and 
fixtures. The list is colossal! 


High-lines are the high-signs of sales. Figures 
show 53.1% of Country Gentleman homes within 
’4-mile of these high-lines. 40.5% of CG homes 
were already connected in 1940, against a national 
average of 30.4%. 


Country Gentleman’s 6-million readers are con- 
centrated among the nation’s top-half farms that 
control over 4/5 of the total farm income. Basic 
magazine in America’s biggest industry, Country 
Gentleman offers a gigantic market that looks to 


you for goods . . . and advertising guidance. 
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NATIONAL SPOKESMAN FOR AGRICULTURE 
A CURTIS PUBLICATION 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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cations carefully worked out only 
a year ago. 

Particularly in New England, 
the Middle Atlantic states and in 
isolated metropolitan areas else- 
where, the number of applicants 
so greatly exceeds the number of 
channels available that the NAB 
and other industry groups are 
suggesting that FM have more 
room on the radio dial. 

These suggestions were brought 
out pointedly when the FCC pro- 
posed to hold back every fifth FM 
channel for a year so that vet- 
erans and others who may want 
to enter radio after the recon- 
version rush is over will have an 
opportunity to get started. 


Industry Opposes Plan 


Industry leaders are almost 
unanimously opposed to such an 
idea, however, pointing out that 
it penalizes those who have al- 
ready gone to the trouble and ex- 
pense of filing their applications. 

Moreover, the NAB feels that 
the proposal is strictly illegal— 
that FCC must consider every ap- 
plication on its merit so long as 
there are unassigned channels. 

Most dramatic proposal came 
from CBS, which feels that two 
nearby television channels could 
be added to the FM band, increas- 
ing the number of channels from 
the present 80 to 140. 

NAB also urged immediate as- 
signment of a new block of chan- 
nels to FM before production of 
receivers gets under way suffi- 
ciently to upset manufacturers’ 
plans. 

In offering its suggestion, CBS 
pointed out that there are cur- 
rently 18 applicants for nine chan- 
nels in New York City. Under the 
FCC plan, the number of channels 
assigned now would be reduced to 
five, so 13 of the applications 
would have to be denied. 


Would Permit FM Networks 


By setting aside 60 additional 
FM channels, CBS believes the 
FCC could license 25 to 30 sta- 
tions in cities like New York, Los 
Angeles and Chicago, opening the 
way for as many as 10 nationwide 
FM networks. 

A wider program service satis- 
fying special groups and minority 
interests without sacrificing serv- 
ices popular with the majority 
could easily result, CBS says. 


_—————— 
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The CBS plan calls for con- 
version to FM of television chan- 
nels 5 and 6, enabling FM to 
occupy a continuous band from 
76 to 108 megacycles. NAB made 
no special channel recommenda- 
tions, but both agreed that the 
expansion should take place be- 
fore 25 to 50,000,000 sets are in 
the public’s hands. 

Hearing on assignment of FM 
channels was called after the Sen- 
ate small business committee had 
needled the commission to reserve 


channels for veterans Represen- 
tatives of the American Veterans 
Committee and other groups in- 
terested in veterans appeared to 
support the one year “freeze.” 


ABC Appoints Wight 


Read Wight has been named 
program sales division manager of 
ABC’s program department, suc- 
ceeding Carol Irwin, resigned. Mr. 
Wight joined ABC last January as 
a member of the network’s pro- 
gram sales department. 


St. Regis Paper 
Starts Campaign 


on ‘Customers’ 


NEw YorK—St. Regis Paper 
Company has launched an insti- 
tutional campaign, through G. M. 
Basford Company, addressed to 
management and “influencing fac- 
tors” in the 21 major industries 
served by its products. 

The campaign, said Kenneth D. 
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Lozier, vice-president of St. Regis 
Sales Corporation, in charge of 
advertising and public relations, 
will appear in Business Week, the 
Chicago Journal of Commerce, 
Dun’s Review, Fortune, Modern 
Industry, Newsweek, New York 
Journal of Commerce, Paper & 
Paper Products, Paper Mill News, 
Paper Trade Journal, Pulp & 
Paper Industry, Time and Wall 
Street Journal. 

St. Regis started business paper 
advertising for multi-wall bags in 
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1942 and for Panelyte plastics in 
1943. These programs have been 
consistently expanded. A similar 
campaign probably will start soon 
for the printing, publication and 
converting paper division. 

Net sales of the company have 
risen from $9,500,000 in 1934 to 
$52,500,000 in 1945, and are ex- 
pected to total $70,000,000 in 1946. 


Appoints Miller 
J. Q. Miller, prior to the war 
a sales representative of Alvin 


Corporation, Providence, silver- 
ware manufacturer, has been ap- 
pointed manager of all sales ac- 
tivities of the silver division of 
the Diamond Instrument Com- 
pany, Wakefield, Mass. 


Names Cramer-Krasselt 


The Whiting Corporation, Har- 
vey, Ill., maker of electric cranes, 
hoists, rotary shears, automatic 
car washing machinery and foun- 
dry equipment, has appointed 
Cramer-Krasselt Company, Mil- 
waukee, to handle the advertis- 


ing for its new Whiting home 
freezers. Newspapers, business 
papers, direct mail and pam- 
phlets will be used. 


Builds Plane for Hearst 


An editorial and advertising 
headquarters office on wings, now 
under construction by the Doug- 
las Aircraft Company, Santa Mon- 
ica, Cal., is being purchased by 
Hearst Corporation, for the per- 
sonal use of officers of the Hearst 
publications. The plane is a post- 


war version of the DC-3 commer- 
cial and C-47 military transport. 


Players’ Climbs 

Lady Esther’s “Screen Guild 
Players” jumped from sixth to 
third place in Network Hooperat- 
ings in the July 15 report. Walter 
Winchell, heard for Jergens, rose 
from fifth to second.  Bristol- 
Myers’ “Mr. District Attorney” 
was still on top. The average eve- 
ning rating was down to 5.5 as a 
result of the usual summer slump 


in listening. 
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a urge that collectively runs into millions of dollars. 


in and around home. The very fact that they buy this 
book is surest proof of it. 

They make a bigger market for everything that’s used 
in better living. More food, more furniture, more re- 


mobiles, more everything! 


Right now home is the biggest, hottest news of the 
day. That's what makes The American Home magazine 


es want air-con- 
ditioning. Your make? 


What's home without 
a dog... and 
food? 


al 


THAT MAKES A MARKET 


And readers of The American Home spend their time 


Are you supplying this 
market for lawn and 
gardening equipment? 


do XX) 
rx \ 


You sell more than 
one radio to the 
home 


the number one consideration in your marketing prob- 
lem, now and for a growing future. 


FACTS ON AMERICAN HOME READERS 


@ 2,350,000 home-loving circulation, read by 3,045,000 
women and 1,497,000 men 


@ 67.5% own their own homes, located in and around 


big city, easily-accessible trading centers 


MERICAN How 


@ 64.5% have incomes over $3000 — and 3 out of 5 
families have children under 18 


——— 


Reaching 2,350,000 Families 
With a CONSUMING Interest in the Home 
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War Radio Firm 
Offers Juke Boxes, 
Radio-Telephones 


Kansas City, Mo.—With almost 
the ease of a flick of the wrist, 
Aireon Mfg. Corporation has 
tuned out the war-famous 
“Roger,” and turned the produc- 
tion beam toward such reconver- 
sion outlets as juke boxes, public 
address systems, railroad radio- 
telephones and mobile radio 
transmitters and receivers. 

Full page ads in Billboard, Cash 
Box, and Coin Machine Journal 
are currently featuring Aireon’s 
Electronic Phonograph with its 
“Liquitone,” automatic volume 
control and noiseless turntable,’as 
the firm’s entry in the juke box 
marathon. 

Included in its wide diversity 
of products is Aireon’s railroad 
radio-telephone featuring train- 
to-station and conductor-to-engi- 
neer communication. To boost 
this product the company is plan- 
ning pages and spreads in Busi- 
ness Week, Newsweek and The 
Saturday Evening Post as weil as 
in Railway Age and Railway Sig- 
naling. The copy will point out 
that Aireon is believed to be first 
to offer radio-telephone equip- 
ment designed specifically for rail- 
roads. Aireon radio-telephone 
equipment has been tested over 
more than 2,000,000 miles of serv- 
ice on freight trains. The firm 
operates its own railroad radio 
laboratory. 


Company 10 Years Old 


In copy in the Kansas Peace 
Officer, Aireon has stressed its 
mobile transmitters and receivers 
for use in police work where sim- 
plicity of operation is at a pre- 
mium. 

Aireon Mfg. Corporation was 
founded less than ten years ago 
to make hydraulic braking equip- 
ment for aircraft. Its develop- 
ment is currently aimed princi- 
pally at the field of electronics. 

In addition to its consumer and 
business publication campaigns, 
the company is using direct mail, 
and last season sponsored the con- 
certs of the Kansas City Phil- 
harmonic Orchestra. 

R. J. Potts-Calkins & Holden, 
Kansas City, is the agency. 


Forms Teen-Age Club 


Pocket Books, Inc., New York, 
has started a Teen-Age Book Club, 
under the direction of Martha 
Huddleston, which will go into 
operation in September with a 
list of titles for high school stu- 
dents. Grouped to offer variety 
according to age and grade, the 
titles will range from classics to 
mystery and adventure stories. 
For every four of the Pocket 
Books purchased during each four- 
month period, students will re- 
ceive a free dividend book. 


PARK 


CHICAGO STAGEBIL 


AN AVERAGE OF 53,500 
THEATRE - GOERS READ 


STAGEBILL EACH WEEK 
Yes! over 2,500,000 annually 


The Stagebill covers all leading legitimate theatres 
in Chicago . . . it contains; photos of the leading 
characters, the cast, synopsis of scenes, musical 
numbers, a complete Who's Who and articles rela- 
tive to the theatre . . . Stagebill is distributed free 
to each person attending the theatre, main floor, 
balcony and second balcony. Stagebill readers are 
drawn mainly from the upper income bracket, as 
average price of admission is $3.25 per person. 
Rates vpen application 


CHICAGO SS sists 


540 Nerth Lo Salle Street Chicago 10, Illinois 
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Peter Paul Cancels 


Peter Paul, Inc., candy manu- | 
facturer, has canceled sponsorship | 
of “Charles Collingwood and the | 
News” on 55 CBS stations effective | 
Aug. 3. Platt-Forbes, agency for | 
the sponsor, said Peter Paul’s spot | 
radio advertising will be con-| 
tinued. Mr. Collingwood’s news | 
reporting Saturdays at 6:45 p.m., 
will continue on a sustaining basis, 
CBS said. 


| vice-president, 


Leaders in the American News- 
paper Advertising Network have 
been holding meetings with news- 
papers from Denver west to or- 
ganize the network’s Mountain 
and Pacific Coast divisional groups. 

Although Ed Madden, executive 
continues to ex- 
'pand his executive staff and to 
put other phases of the organiza- 


 CONFISEU 


RESTAURANT 
LUNCHEON DINNER 

COCKTAIL BAR 
is Fhench Cand 
East 52ndSt. 


1ONED 


AIR CONDIT 


‘tion into motion, ANAN probably 
‘will not really get going until 
‘later in the summer, when all 
|regional groups have been or- 
| ganized. In addition to the Central 
jor “basic” group of about 25 news- 
|papers from the Atlantic Coast to 
| Omaha, regional groups have been 
formed in New England, the 
‘Southeast and Southwest. 


Newspaper representatives are 
|saying that Vick Chemical Com- 


pany, which has been a consistent 
advertiser in about 80% of the 
country’s newspapers, has cut the 
number of papers on its list ap- 
proximately 20%. Reason given 
‘was that the company cannot con- 
tinue economically to pay high 
rates and keep its previous list. 


% * 


Neither Lockheed nor Douglas 
is going to say anything in paid 
space in connection with the re- 
cent order of the Civil Aeronau- 
tics Board, grounding all Lock- 
heed Constellations pending in- 
vestigation of causes of recent ac- 
cidents. 

Lockheed reports ‘no special 
effort contemplated,” through 
Foote, Cone & Belding. Douglas, 
whose DC-4s are the chief bene- 
ficiary, replacing Constellations at 
least temporarily on routes of Pan 


American, TWA and other lines, 
will not change copy or step up 
schedules, through J. Walter 
Thompson Company. 

Two “bugs” in the Constellation 
are reported to be the breaking 
of the supercharger mecnanism, 
filled with inflammable fluid, be- 
hind No. 4 engine, and engine 
mounts so soft that they melt 
from the heat of the exhaust. 

e * * 

Although the Radio Manufac- 
turers Association, Washington, is 
urging its members to stay clear 
of rows with the FTC, some of the 
nation’s leading radio makers are 
embroiled with the agency over 
the question of misrepresentation 
of the number of tubes per set by 
counting certain auxiliary tubes. 

Meanwhile the RMA is shelv- 
ing its advertising code of ethics 
as “controversial” and of “doubt- 
ful value”, and will want to see 
what the FTC has to say further. 

Some time this fall when Na- 
tional Radio Week is launched, 
the RMA will start plugging the 


CONCENTRATE ON PARENTS! 


PARENTS seine. the 


only magazine with all-parent readership in 


940,000 homes with more than 


two million children: 


Gin 
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They Buy The Most! 


Parents buy the most clothing! Parents buy the most drugs! Par- 
ents buy the most food! Parents buy the most home furnishings! 


ed 


os 


4 Reasons why 


Parents’ Magazine is a 
smart advertising buy; 


Families with children buy 62.4% 
of all the nation’s goods. 


Parents’ Magazine reaches the in- 
telligent, progressive heart of this 
buy-most market. 


Parents’ Magazine is read primarily 
f for guidance. Readers live by 
Parents’ Magazine; value its adver- 


tising as much as its editorial con- 
tent for information. 


4 Parents’ Magazine offers advertisers 
a complete promotional service. 


ii 


PARENTS’ MAGAZINE %& 


THE PARENTS’ INSTITUTE, INC. « 52 VANDERBILT AVE., NEW YORK 17, N.Y. * BOSTON + CHICAGO + ATLANTA + SAN FRANCISCO 
BABY CARE MANUAL ~~ x YOUR NEW BABY ¥ SCHOOL. MANAGEMENT 
The Parents’ Junior Quality Group: CALLING ALL GIRLS % CALLING ALL BOYS ¥& CALLING ALL KIDS 
POLLY PIGTAILS ye SWEET SIXTEEN oe AVIATION ADVENTURES AND MODEL BUILDING x SPORT STARS 
TRUE COMICS ye REAL HEROES x FUNNY BOOK 
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slogan, “A Radio for Every 
Room.” 

* % kK 
The American Bantam Car 


Company, Butler, Pa., is definitely 
out of the small car market but 
will continue to manufacture au- 
tomobile and truck trailers. Rea- 
sons for the decision not to go 
back into the small car field in- 
clude a conviction that the mar- 
ket for such cars is limited and 
unstable, that—except in the South 
—all-year-round performance is 
not satisfactory, and that com- 
petitive pricing limits profits to 
an undesirable point. 

* * * 


Procter & Gamble Company will 
run no _ special advertising nor 
make any special mention in cur- 
rent campaign, to tell the public 
why it has been forced to advance 
wholesale soap prices 10%. 

bo * bo 


Revaluation of the Canadian 
dollar has played hob with maga- 
zine distribution and pricing. All 
U. S. magazines which reached 
Canada when the revaluation be- 
came effective were held up in 
most parts of the country for a 
day or more while new prices 
were stamped on the covers by 
distributors. In the confusion, 
some magazine prices have in- 
creased, some have remained the 
same. 

* * *% 

At the fall meeting of the As- 
sociation of National Advertisers 
to be held in Atlantic City at the 
end of September, the ANA is ex- 
pected to release a study on the 
use of films by its members. 

* * * 

The public relations firm of 
Baldwin & Mermey recently was 
retained by a client on an assign- 
ment to get more people to ask 
the client for money. This para- 
doxical situation is explained by 
the fact that the client is the Car- 
negie Corporation, which gives 
away $6 to $7 million a year, and 
Baldwin & Mermey was retained 
to publicize the corporation’s work 
so that more applications would 
be received and the funds distrib- 
uted in the best way to the most 
deserving projects. 

* * * 

The Reader’s Digest recently 
cancelled a writer’s assignment for 
a piece on Macy’s because it 
already had one coming up on 
Gimbel’s! 


Buys Coast Program 
Ferry-Morse Seed Company, De- 
troit, began sponsorship of “Time 
for Rolly Langley,” an informal 
talk program over the CBS 
Pacific network starting Aug. 2. 
The program will be heard Fri- 
days, 7:30-7:45 p.m., from KQW, 
San Francisco. MacManus, John & 
Adams, Detroit, placed the account. 


Murphy Appoints Collier 

Holder Morrow Collier, Inc., 
Chicago, has been appointed to 
handle the advertising of the mid- 
get hot water heater made by 
the Murphy Mfg. Company, Chi- 
cago. 


* Proven by readership, per- 
sonal preference and activated selling. 
Let Diesel Progress sell your product! 


Edjted ond Published by REX W. WADMAN 
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Sore Muscles 
Give Birth to 
Body Rub Firm 


Lotshaw Adds Hair 
Dressing, Shampoo 
to Product List 


CuHIcaco—Years ago when ball 
players got kinks in their arms 
or anywhere else, for that matter, 
they used to holler, stamp on the 
floor and carry on generally. Now 
they grab the offending muscle, sit 
down and in a tone like an in- 
cantation, begin to mutter, “Andy 
Lotshaw, Andy Lotshaw, Andy 
Lotshaw.” 

This remarkable change came 
about because one day back in 
1922, Andy Lotshaw came across, 
tucked away in the Lotshaw Bible, 
a recipe for an alcohol body rub 
which, to put it quaintly, appears 
to be the bees knees. 

Between the body rub and 
Grover Alexander, Andy Lotshaw 
became trainer for the volatile 
Chicago Cubs, a position which he 
holds to this day. As a result of 
his session with Grover Alexander 
he has ultimately become a director 
and stockholder of Andy Lotshaw 
& Co., which is busily selling 
Andy’s body rub, plus three other 
products, in Chicago, Detroit, 
Cleveland, New York and St. 
Louis. 


Repairs Alexander 


Lotshaw body rub, then un- 
named, made its debut in the fall 
of 1922 when Grover Alexander 
discovered one day to his con- 
sternation that due to certain 
muscular irregularities he couldn’t 
pitch his way out of a wet paper 
sack, let alone go out and play 
ball. 

Strong applications of body rub 
plus some pretty starchy rubbing 
by Mr. Lotshaw made it possible 
for the great Alexander to go and 
wow ’em about three days later. 

Andy was promptly offered the 
spot of trainer for the Cubs and 
took it. Between sessions of rub- 
bing muscles he was besieged with 
demands of various ball players 
for the miraculous body rub. Its 
fame spread to other teams and 
pretty soon they set up a howl for 
Andy’s preparation. 


Hits Market in ’34 


He and a friend of his, whom he 
refers to as “Doc” Edison, went to 
work producing Lotshaw body rub 
in quantities just short of factory 
proportions. To “Doc,” Andy at- 
tributes certain vital additions to 
the preparation which made it 
even better. In 1934 he and “Doc” 
Edison put it on the market for 


the public. Prior to that they had) 


been able to satisfy only the de- 
mands of the various ball clubs. 

The public demand zoomed up 
with such vim that about a year 
and a half later, the present com- 
pany was formed as Andy Lot- 
shaw & Co., with eight stockhold- 
ers, none of whom, strangely 
enough, is a ball player. 


The Biggest Little Paper in the U. S.! 


LINEAGE Space buyers say, 
@ “AUFBAU is tops.” 
> yf 1940.... 300,000 lines 

S 4 1941.... 550,000 lines 
c 4 1942... 650,000 lines 
aif 1943.... 729,212 lines 
1944.... 850,000 ‘ines 

1945... .1,100,388 lines 


For rates and ABC circulation, write Adv. 
Manager, Aufbau, 67 W. 44th St., N. Y. 


Currently the company makes 
Lotshaw body rub and Lotshaw 
hair dressing, for men, and has 
entered the women’s market with 
Gorjus hair dressing and Gorjus 
shampoo. It’s supporting its ex- 
panding sales with about $50,000 
annually in advertising and pro- 
motional projects including radio 
time over WIND, Chicago, WXYZ, 
Detroit, and spots over WGN, Chi- 
cago. The current campaign also 
includes newspaper space in 
Cleveland, New York, St. Louis 
and Detroit. 


Aids Chicago Bears, Too 


At this point Andy sort of coasts 
along with the company, and frets 
over the Cubs and their assorted 
muscles, not to mention the Chi- 
cago Bears (pro football), whose 
35 or 40 players bring their muscle 
troubles to Andy. 

His fame as a formidable op- 
ponent of kinky biceps brings him 


such an array of callers that fre- 
quently he finds himself eating 
supper with one hand and rubbing 
muscles with. the other. 

“The only time I get a real rest,” 
he declared, “is when I go on the 
road.” But he apparently loves it 
and views with some trepidation 
his approaching retirement in a 
little more than a year. 

“Baseball’s the only thing I 
love,” he said, “outside my wife.” 


Additional Facts Given 


In addition to the regular fea- 
tures offered, the ninth annual 
statistical issue of Implement 
& Tractor, Kansas City, Mo., farm 
equipment business paper, in- 
cludes tabulations of farm buy- 
ing power per county and num- 
ber of farms per county for the 
United States. The issue also pro- 
vides information on rural elec- 
trification, crop production, farm 
population, deposits in county 
banks and statistics on the pro- 


eh tet ot Rees at 


duction and sale of farm machines, 
supplies and equipment. 


Prints Press War Record 


A permanent record of the war- 
time contribution made by the 
Canadian Publishers War Finance 
Publicity Committee, which rep- 
resents the entire press of the 
country, is presented in a 100- 
page book, titled “Press Promo- 
tion of War Finance,” by Fred- 
erick I. Ker and Wilfrid H. Good- 
man. The book was put out by 
the Periodical Press Association, 
on behalf of the Agricultural 
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Press Association of Canada, the 
Business Newspapers Association 
of Canada, and the Magazine Pub- 
lishers Association of Canada. 


Two Join Elbak 


A. L. Jones Jr., formerly man- 
ager of the Chicago office of Kable 
Brothers Printing Company, has 
been appointed vice-president and 
general manager of Elbak Pub- 
lishing Company, Chicago. R. C. 
Averill, previously western adver- 
tising manager of Esquire, has 
joined Elbak in the same capacity, 
with offices in Los Angeles. 
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A wide range of 


INDUSTRIES 
shape the NASHVILLE market 


Major markets are shaped by their industrial activity ... In the Nashville area over 
35 separate industries produce hundreds of articles valued at over 85 million dollars 
annually . . . These factories directly employ thousands—and their payrolls shape the 
growing prosperity of this great market . . . The one million people in Nashville's 
trade area spend over 356 million dollars each year in retail stores alone . . . That's 
the major market you can count on when WSIX is broadcasting your sales message. 


a 
ERIE 


ELEIEIES 


TENNESSEE 


WSIX gives you all three: 


Market, Coverage, Economy! 


FOR DETAILED 
REFERENCE DATA 


5,000 WATTS 


980 K. C. 


AMERICAN 
MUTUAL 
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Devon Appoints Harris 

Devon, Ltd., maker of billfolds 
and leather accessories sold on ex- 
clusive franchise, has placed its 
advertising with Ralph Harris, 
New York, effective Aug. 15. 


Features New Corn Pads 


Cress Laboratories, Kitchener, 
Ont., has placed ads in Ontario 
newspapers to introduce Cress 
Plastic Corn Pads, made from a 
soft transparent plastic called Vaa- 
lium. Tandy Advertising Agency, 
Toronto, handles the account. 


Farm Agency Moves 


Agricultural Advertising Agency 
its offices from the 
Guardian building to 611 Terminal 


has moved 


Tower, Cleveland. 


F&SE&R Leads 
in Business 
Paper Volume 


Cuicaco—Advertising agencies 
last year placed 20% more pages of 
advertising in business papers, 
than in 1944, according to Indus- 
trial Marketing in an annual sur- 
vey. The tabulation shows Fuller 
& Smith & Ross was the leading 
agency in this field both years. 

Of 576 agencies reporting to IM, 
558 which reported advertising 
space purchases in business pa- 
pers for both years, 1944 and 1945, 
increased space used by 22.6%, 
from 368,585 to 452,004 pages. 


‘ ADDRESSING ne ee: me e 
So nace pucenienta Ze SeusAlelens Nites 


‘THE LETTER SHOP, Inc. 


431 S&S. Dearborn St., Chicago 5, Hlinois 


The 10 top-ranking agencies 
bought 91,503 pages of business 
paper space for their clients in 
1945, up 31.5% over 69,595 used 
in 1944. These 10 agencies placed 
20.1% of the space in 1945, com- 
pared with 18.9% the previous 
year. The purchases were made 
in 1,900 publications. } 

Second to F&S&R among agen- 


cies was Batten, Barton, Durstine 
& Osborn, placing 12,561 pages 
last year, 14.3% more than in ’44. 
J. Walter Thompson was third 
with 11,733 pages, followed by G. 
M. Basford, 10,353 pages; Mc- 
Cann-Erickson, 9,445; Campbell- 
Ewald Company, 9,260; Buchen 
Company, 6,271; Murray Breese 
Associates, 5,918; Griswold-Eshle- 
man, 5,733, and James Thomas 
Chirurg Company, 5,214. 

Campbell-Ewald had the great- 
est increase among the leaders, 
with an increase of 103% over ’44. 
Griswold-Eshleman was a new- 
comer to the “top 10” group, mov- 
ing from 15th to 9th place with a 
43.5% increase in space placed in 
business papers. 


Appoints Gibbons 

The Toronto office of J. J. Gib- 
bons, Ltd. has been appointed to 
handle the advertising of Mac- 
Kenzie Metal Products (Canada), 
Toronto. Newspapers and radio in 
western Canada will be used to in- 
troduce a new product, Zip-Grip 
clothes line, which requires no 
clothes pins. 


ous 
Pree. AD 
Armed Forces 


William E. Halley has returned 
from armed service to open his 
own firm, Advertising Services, 
Columbus, O. 

Frank W. Livingston (AAF) has 
been named veterans’ counselor 
at the Ansco division, General 
Aniline & Film Corporation, Bing- 
hamton, N. Y. ; 

Leon Dorais (Army) has joined 
the staff of Edward L. Bernays, 
New York public relations coun- 
sel. 

Canvas Products Corporation, 
Fond du Lac, Wis., has announced 
the return of Roger F. Wurtz 
(AAF) as advertising manager 
and the addition of Robert Kuhnz 
(Navy) as art director. 

Jack J. Burton (Army) has re- 
turned to the Chicago office of 
Outdoor Advertising Incorporated. 

Sandy Spillman (Navy) has re- 
joined the program department of 
Station KSFO, San Francisco. 

Joseph C. Wahler (AAF) has 
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joined Atlantic Monthly as special 
advertising representative, with 
headquarters in New York. 

Alan C. Russell (Navy) has 
opened a marketing research 
agency at 185 St. James PIl., 
Brooklyn. 

Nathan Kermin (Army) has re- 
joined Kermin - Thall, advertising 
agency, New York, where he is a 
partner. 

Reinhart Knudsen (Army) 
has returned to the Portland, Ore., 
office of Botsford, Constantine & 
Gardner. 

H. Larned Dorrance Jr. (USNR) 
has been appointed vice-president 
in charge of sales of Associated 
Manufacturers, Inc., Providence. 

David L. England (Navy) heads 
the production department, and 
Floyd L. Clark (Air Corps) has 
been appointed account executive 
of McMillan & Moss, recently 
formed Los Angeles agency. 

Lyndon R. Boyd (Army) has 
been appointed local advertising 
manager of the Schenectady 
Union-Star. 

J. L. Henslove (Canadian 
Army) has joined Harry G. Pen- 
man, Vancouver, B. C., advertising 
counselor. 

Clair Stewart (RCAF) has been 


appointed art director for Rolph, 


Clark, Stone Ltd., Toronto, litho- ve 
grapher and printer. get 
Ben C. Tarnutzer (Army) has in 
been appointed advertising man- cor 
ager of the Pacific-Alaska division cas 
of Pan American World Airways. eq! 
Publication Research Service, ou 
Chicago, has announced the ap- spe 
pointment of four veterans. They me 
“, are: Bert W. Woodburn, special p 
> projects director; E. T. Zelsmann, Pe 
field director; R. J. Hvassman and hic 
: R. J. Paige, interviewing super- sal 
} visors. a 
Jack Beauvais (Navy) has re- do 
joined WEEI, Boston, as super- get 
visor of program traffic and com- the 
mercial editing. 7 
Samuel Frankel (AAF) has ” 
joined Lawrence Boles Hicks, Inc., fee 
New York, as production manager. col 
Foster Brown (Army) has been col 
appointed sales promotion man- an 
ager of Station KXOK, St. Louis. | col 
Before joining the Army he was __—s_s ey 
manager of KFRU, Columbia, Mo. 
John Birnback (Army) has been | 
appointed advertising manager of = 
R. J. Birnback Associates, pub- ers 
) lisher, New York. mé 
q William (Mickey) McGee (AAF) ho 
has been appointed editor of 
“PEP,” employe publication of Pl 
Pharis Tire & Rubber Company, | 
Newark, O. - 
epee a 
| Boonton Names Fader ae 
: Franklin Fader Company, New- sel 
ark, has been appointed to direct ple 
the advertising of Boonton Mold- wi 
¥ ing Company, Boonton, N. J. “G 
——_____. ag 
Promotes Palmer oa 
The Milwaukee Stamping Com- col 
pany, manufacturer of metal prod- Ar 
ucts, has promoted Michael S. ad 


Palmer from assistant secretary- 
treasurer to vice-president. 


Eaves Joins Finch 


Augustus J. Eaves, for the past 
20 years general communications 
sales manager of the Graybar 
Electric Company, New York, has 
joined Finch Telecommunications, 
Passaic, N. J., manufacturer of 
facsimile equipment, as director 
of sales. 


a 
Norristown 2. 
7 7] THE 
POLL 
Men don’t read Popular Mechanics for idle entertainment. They read it Proves 
to learn what’s new in the world ...to gather useful facts and ideas |that IT 


will help them to better living. 


Page by page these alert, inquisitive, open-minded men digest their 
favorite magazine. They don’t miss a thing. They read the ads deliberately 
... consciously respond to them. 


In this $15,000,- 
000 post-war 
buying market, readership of 
the Times-Herald equals — 
and in many cases surpasses 
—that of 91 other papers pre- 
viously surveyed. Interest in 
advertising is continuously 
important. 


53,429 ABC City Zone 
15,595 ABC Cire. 


Times Herald 


r 
| Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGENCY 


Latest readership surveys based on current circulation show 32 MILLION 
such men. They need . . . and buy... hats, tennis rackets, shoes, shave cream, 
tires, underwear, shotguns —every man-bought product you can name. 


a anew 


-PORUDAR 
AO O\ 3 | 
we [ It pays to put Popular Mechanics on your schedule and REACH THE 

P. M. MINb. 


No, these underwear makers don’t all advertise in Popular Mechanics. We think they might do so profitably. 32 MILLION men buy a lot of underwear. 
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FOR SALES PROMOTION—This new 33-foot, air-conditioned bus will shortly 


take to midwestern highways as a traveling office and salesroom of Sun-Kraft, 


Inc., Chicago maker of ultraviolet ray equipment. 


eight and 


Its accommodations can sleep 
feed 16. 


Mobile Salesroom 
to Make Debut 
for Sun-Kratft 


CuIcaco —To make sure that 
crossroads merchants in America 
get the best possible sales helps 
in building volume in outlying 
communities, Sun-Kraft, Inc., Chi- 
cago maker of ultraviolet ray 
equipment, is planning to send 
out the “Sun-Kraft Limited,” a 
specially fitted sales promotion 
motorbus. 

The air-conditioned, 33-foot ve- 
hicle will be a combined office and 
salesroom with living quarters for 
a salesman and chef who will 
double as chauffeurs when the bus 
gets off on its maiden tour through 
the Midwest sometime late in Au- 
gust. The bus without its sales 
features cost $60,000 and when 
completely fitted will carry ac- 
commodations for sleeping eight 
and feeding 16, plus facilities for 
color movies, and desks, typewrit- 
ers, shower and refrigerator. 

As well as offering additional 
sales incentive to outlying deal- 
ers, it also offers the errant sales- 
man a bed in this day of crowded 
hotels. 


Plans Tray Promotion 
Camfield Mfg. Company, Grand 
Haven, Mich., will use full color 
inserts in trade publications to 
promote its new line of Camfield 
serving trays. In addition, a dis- 
play stand will be given to dealers 
with the initial purchase of the 
“Grand Slam” assortment pack- 
age of 16 trays selected for size, 
color, and price from the 38 size 
and color combinations in the 
complete Camfield line. O’Grady- 
Anderson, Chicago, handles the 
advertising for the tray division. 


92% Use 
rn tan 


PUBLISHERS — 
REPRESENTATIVES § 
«JOSEPH SHORE - 

) West 42nd Street + New York 18, N.Y. 


Wi 7-3079 


Studebaker Airs Show 


“The Studebaker Show,” a new 
half-hour musical program, made 
its debut on the Columbia Pacific 
network July 28, 6:30-7 p.m., 
PST, under the sponsorship of the 
Studebaker Pacific Corporation. 
Roche, Williams & Cleary, Chi- 
cago, is the agency. 


Calendar Maker 
Looks Ahead - 
It's 1950 Now 


Paris, ILt.—Ordinary calendars 
work for almost everybody except 
the typical calendar maker, like 
the U. O. Colson Company here, 
which must keep an eye on such 
details as: 

(1) Salesmen started selling the 
1947 calendars Dec. 26, 1945, and 
are still hard at it; 

(2) The production department 
is putting finishing touches on the 
new 1948 line; 

(3) Artists are busy at work on 
paintings for the 1949 line; 

(4) Buyers are doing the re- 
search on subjects for the 1950 
line. 

Colson presents the “inside 
story” of a calendar by taking the 
reader of its monthly magazine on 
an imaginary tour through its mil- 
lion-dollar plants, showing what 
goes into the manufacture of cal- 
endars from the time the buyer 


“briefs” the artist until the fin- 
ished hanger is produced. 

From the inception of an idea 
for a subject to the finished press 
proofs, Colson points out, the com- 
pany has invested from $5,000 to 
$10,000, not counting overhead, de- 
preciation, etc. The finished cal- 
endar reflects many varied skills 
and hundreds of man and machine 
hours. The buyer, Colson has 
found, likes to buy the same type 
subject each season, whether it 
be historic, scenic, religious, girl, 
dog or sports pictures, and the 
company does its best to assure 
maximum repeat business. 


Sylvania Promotes 


George C. Connor, with Syl- 
vania Electric Products, Inc., New 
York, since 1934, has been ap- 
pointed general sales manager of 
the electronics division.. During 
the early part of the war, Mr. 
Connor was liaison agent between 
the company and the government 
on the engineering development of 
radio and radar products, and in 
1943 he established the company’s 
West Coast sales office. 


41 
Hunter-Douglas Appoints 


Hunter - Douglas Corporation, 
New York and Riverside, Cal., 
manufacturer of Flexalum alumi- 
num slats for Venetian blinds, has 
appointed the Abbott Kimball 
Company, New York. National 
magazines, newspapers and busi- 
ness papers will be used, sup- 
ported by direct mail and dealer 
helps. 


Promotes Nickerson 

T. K. Nickerson, with White & 
Wyckoff Company, Holyoke, Mass., 
stationery manufacturer, for the 
past 28 years, has been appointed 
manager of the Chicago office. 


“Cover Catholic 
Schools, Churches, 
and Institutions 


35 W. WELLS ST. MILWAUKEE 3,@13.. 


WITH 31% OF THE STATE'S 
BEEF PRODUCTION 


TO PROVE IT 


OKLAHOMA CITY TIMES 


WITH 208,291" DAILY 
AND 177,958" SUNDAY 
PROVE 0 


THE OKLAHOMA PUBLISHING CO.: THE FARMER-STOCKMAN—WKY, OKLAHOMA CITY—KVOR, COLORADO SPRINGS 
KLZ, DENVER (UNDER AFFILIATED MANAGEMENT)—REPRESENTED WATIONALLY BY THE KATZ AGENCY, INC. 
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Firm Founded 
to ‘Clean Up’ 


French Press 


Paris—Suspension of about ten 
Paris daily newspapers and cor- 
rections of glaring inequalities in 
. newsprint distribution are ex- 
* pected with the nomination of 
a Jean Pierre Block as president- 
director of the newly formed 
Societe Nationale des Enterprises 
de Presse. The government- 
founded company is taking over 
management of press properties 
seized from collaborating publish- 
ing houses, most of which are be- 
ing used currently, without pay- 
ment, by former underground or 


SS FT.<-«83 as GS EF F* Fe 


MISSOURIS A, MARKET 
nde 


ST. JOSEPH NEWS-PRESS 
- Bt. Joscph Ouzette 


later papers. 

Extent of the properties is esti- 
mated at about 165 buildings, 286 
printing plants and 482 news- 
papers, periodicals and agencies, 
according to French sources. 

More careful control of the in- 
dustry is expected to clear up situ- 
ations such as one newspaper’s 
printing, currently, about 50% 
more copies than it can sell while 
another cannot serve its current 
readers. Mr. Block also will be 
responsible for the current pub- 
lications “paying their way,” 
whereas now many are operating 
rent-free and publishing on credit. 


Vernor Promotes Johnson 


Ted A. Johnson, advertising 
manager of James Vernor Com- 
pany, Detroit, has been named di- 
rector of public relations and ad- 
vertising. 


Ad Fraternity to Meet 

The Walter Dill Scott chapter 
of Alpha Delta Sigma, national 
advertising fraternity, will hold its 
first postwar meeting Aug. 7 at 
Abbott Hall, Chicago. 


Meyer Both Prepares 


Spanish Supplement 


The Meyer Both General News- 
paper Advertising Service, New 
York, has prepared a special 
Spanish language year-end sup- 
plement ‘to its monthly mat serv- 
ice, available to Latin American 
and Spanish newspapers, depart- 
ment stores, and agencies. En- 
titled “Suplemento Especial” En 
Castellano Del Servicio Meyer 
Both, it is primarily designed for 
Latin American newspapers. 

The supplement is based on re- 
search conducted by Editors’ Press, 
which surveyed subscribers of 
Editors’ Press Service and ex- 
amined 40 newspapers published 
in each Latin American country 
from the viewpoint of local adver- 
tising. 


Maxwell Joins Bertell 


David Maxwell has_ resigned 
from the J. Gordon Lippincott 
Company, New York, to join Ber- 
tell, Inc., New York design and 
development organization, as di- 
rector of product development and 
company associate. He was with 
Lippincott in a similar capacity. 
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The second in a series of frank talks about the aluminum industry and Alcoa 


What would YOU blow up 


If you were 


a Nazi Spy? 


There wasn’t a grain of doubt in Adolf Hitler’s 
mind about what he would do. Back in 1942, 
you'll recall, eight super-trained Nazi saboteurs 
were landed from U-boats on bleak stretches of 
the U. S. coast—four on Long Island, and four 
below Jacksonville, Fla. Secret papers found on 
their persons by the FBI revealed their mission 
—as ordered by Adolf Hitler himself. 

Their main objectives were to blow up the 
Alcoa, Tenn., Massena, N.Y., and East St. 
Louis, Ill., works of Aluminum Company of 
America—each of them a vital part of the 
aluminum industry. The plants of no other 
industrial company were singled out by the 
Nazis for destruction. 

The capture and punishment of the saboteurs 
was news that electrified the nation, and saved 
key parts of America’s war-effort machinery 
from possible destruction. 

Aluminum was making news during the war 
on America’s first line of defense. And aluminum 
is continuing to make big news in peace. New 
passenger airplanes—made chiefly of aluminum 
—are setting new marks for speed and safety. 
New aluminum streamlined trains will soon be 
whisking over the nation’s rails. Before the 
year is out, aluminum ships will be sailing the 
seas, and aluminum clothespins will be holding 
aluminum clothing on aluminum clotheslines. 

Today there is more aluminum than there 
ever was before the war, and it’s less expensive, 


too. Aluminum is one of the few things that 
have been going down in price even during 
the war years. 

Wartime research speeded the development 
of new aluminum alloys and better methods of 
making things out of light metals. Aluminum 
is fit-and-ready to serve the nation in more 
ways than ever. 
uses—new and old—will, in some way, touch 
the lives of 140,000,000 Americans. 

World War II was fought and won with 
aluminum. Hundreds of thousands of Americans 
in the war effort got intimately acquainted with 


Practically all of aluminum’s 


aluminum by seeing, using, and working with 
aluminum every day. 

There’s bound to be a lot of talk about 
aluminum. Whether the talk be in terms of 
better living, economics, or national defense, 
the subject will always be stimulating. 

For your own personal satisfaction you'll 
want to keep informed about aluminum. And 
if you’re in the business of keeping others in- 
formed about the world’s affairs, knowing the 
facts about aluminum is mighty close to a must! 

* * &* * 

This series, sponsored by Aluminum Com- 
pany of America, is aimed at laying the facts 
about aluminum before you—as candidly and 
concisely as possible. Follow these advertise- 
ments in this publication, and keep abreast of 
the news on the metal of today and tomorrow! 


ALCOA 


ALUMINUM COMPANY OF AMERICA 
1882 GULF BUILDING - PITTSBURGH 19, PENNA. 
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George P. Herro, dir. of publicity of Mutual’s midwest operations, 
Chicago, and Ann Andrews, soprano heard on the Theater of the 
Air and other net shows, were married Aug. 4 at the Actors 
Chub... 

John W. Boler, chairman of the board of North Central Broad- 
casting System, is in Presbyterian Hospital, Chicago, where he 
underwent a major operation. . . 

At the recent 72nd annual convention of the Shrine of North 
America, held in San Francisco, Karl Rex Hammers, exec. in the H. J. 
Heinz ad dept., was elected Deputy Imperial Potentate, 2nd high- 
est office in the Shrine, and Harvey A. Beffa, 1st vice-president 
and ad dir. of Falstaff Brewing Corp., was elected Imperial Second 
Ceremonial Master. Next year Mr. Hammers is slated to be Im- 
perial Potentate, highest office in the Shrine, and Mr. Beffa will 
be it in °53. . . 

Robert F. Laws, prom. and publicity mgr. of KGO, San Francisco, 
is chairman of the newly formed Bay Area Media Promotion As- 
sociation, and also is handling the chairmanship of the radio de- 
partmental of the San Francisco Adclub... 

New pres. of the Greenfield, Mass. Chamber of Commerce is 
Channing L. Bete, pres. of the Greenfield ad agency bearing his 
name. . . Melvin F. Hall, head of his own agency in Buffalo, has 
been appointed publicity chairman for the Ist annual Community 
Chest drive in Buffalo and Erie County. He has worked with the 
ad div. of the War Fund and Joint Charities for 11 years... 

Jean McFarland, publicity exec. in the Hollywood office of N. W. 
Ayer, was married recently to Bob Shanley, who got his start in 
the entertainment world at WTIC, Hartford. . . Elon Borton, AFA 
pres., was up-state not long ago to present a charter to the Adver- 
tising Club of Albany... 

Bronze Stars have been received recently by Charles Bartlett, ad 
mgr. of the O’Connor Moffatt dept. store, San Francisco; Comdr. 
John G. Sample, USNR (inactive), Dancer-Fitzgerald-Sample, Chi- 
cago; Cpl. Vincent Lenz, formerly in the nat’l. ad dept. of the 
Knickerbocker News, Albany, and William F. Mackintosh, eastern 
sales rep. of Andersen Corp., Bayport, Minn... 

E. A. Kiernan, v.p. and sales dir. of Dryden & Palmer, Long 
Island City, will celebrate his 50th year with the company in Sep- 
tember. Ed went to work for the rock candy products company 


CONGRATULATIONS—Fred -R. Kerman, left, newly elected president of the 

Advertising Club of Los Angeles, joins Ed Mills, right, outgoing president, in 

congratulating Roy S. Kellogg on the !O0th anniversary of his becoming man- 

aging director of the club. Mr. Kellogg received a wrist watch from the group 
in honor of the event. 


in ’96 at the age of 15 and, still full of vitamins, is looking ahead 
to many more active years... 

George Putnam, editor and publisher of the Capital Journal, 
Salem, Ore., has returned from a month’s fishing in Canada. 

Patricia Wade, daughter of Walter A. Wade, pres. of uhe Chicago 
agency bearing his name, is engaged to Harry G. Owen Jr., of Hins- 
dale, Ill... C. T. Hagman, mgr. of Station WTCN, Minneapolis, was 
guest of honor at a farewell luncheon July 26, given by the Min- 
nesota Radio Council in cooperation with Twin City ad and civic 
groups. He’s the newly appointed mgr. of American Broadcasting’s 
central division. George Mohlke, Campbell-Mithun acct. exec., was 
a member of the farewell-ing committee. . . 

Advertising Corp. of America, Easthampton, Mass., held its an- 
nual picnic July 20, with the pres. Col. Arthur W. Tager and the 
New York office staff as special guests. . . And 80 members and 
guests of the Advertising and Sales Club of Toronto attended that 
group’s annual picnic, which was run by Stan Adrian and his com- 
mittee. .. 

W. J. Rooke, pres. of W. R. C. Smith Publishing Co., Atlanta, 
has been appointed community chairman of the Committee for Eco- 
nomic Development and chairman of the newly formed CED nat’l 
information committee. .. Harry W. Witt, assistant gen’l mgr. of 
KNX and the Columbia Pacific net, is spending a three-week vaca- 
tion in La Jolla, Cal... 

In order to bring West Coast members of the Audit Bureau of 
Circulations up to date on the bureau’s activities, P. L. Thomson, 
AEC pres., and directors Verne Joy, publisher, Sentinel, Centralia, 
Ill.; Russell Z. Eller, California Fruit Growers Exchange; Ross 
Gamble, Leo Burnett Co.; Howard Erlich, McGraw-Hill, and Phil- 
lips Wyman, McCall Corp., are holding a series of meetings, which 
started in Portland July 15, with others set for San Francisco, 
Los Angeles and San Diego... 

Chicago admen are suggesting that first prize for weight-lifting 
be awarded Mae McCain, of Kuttner & Kuttner agency, for her feat 
in transporting a huge shoulder bag which, with assorted contents, 
is said to weigh about 15 pounds... 
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Toy Industry 


fo Hit New Peak 
Despite Shortages 


Steel, Plastics 
in Strong Demand; 
War Games Drop __ 


BY CHARLES CUNNINGHAM 


CuIcaco — Youngsters shoving 
their way through lines of adults 
at the nation’s toy counters are 
beginning to get previews of the 
most fascinating and comprehen- 
sive lines of playthings ever 
dreamed up for America’s kids. 

After the wartime period char- 
acterized by wood and paper sub- 
stitutes for metal, and a general 
reduction in almost every toy line, 
children and parents alike are 
strong in their demands for qual- 
ity and realism. Most toy dealers 
agree that in selection the kids 
rule the roost, but when the time 
comes to shell out, parents will 
occasionally get in a few words of 
their own. 

Fed up with wartime make- 
shifts, both adult and youngster 
toy buyers are careful of quality 
and are paying an estimated 15% 
more than under the OPA price 
ceiling which was lifted about 
three months ago. 


Buy on Impulse 
Brand names carry little weight 
with children for the most part 
and the bulk of the small fry buy 
on impulse. Between them and 
their parents they’ll get impulsive 
in 1946 to the tune of an esti- 
mated $232,000,000 compared with 
about $225,000,000 in 1945. If toy 
makers could get all the materials 
they want, they predict that sales 
would go to about $500,000,000. 
Even with current shortages, an 
estimated 100,000 different toys 

are on sale, nationwide. 
Emphasis on materials falls 
principally on steel and plastics 


with wood running close to the} 


leaders. And toy makers unhap- 
pily concede there is not enough 
of any, and probably won’t be un- 
til late in 1947. In the meantime 
everybody is doing the best he 
can, which is not too badly. 
There is a rush of “back again” 
products which were either out of 
the toy picture during the war or 
sharply curtailed. Prominent 
among the returnees are electric 
trains. Toy trains now are being 
built with a sharp eye toward 
realism, They puff, smoke, run on 
rails which are surprisingly like 
their real life counterpart, and 
generally have everything found 
on the real thing with the excep- 
tion of strikes and quarrels about 
freight rates. Lionel Corporation, 
New York, and A. C. Gilbert 
Company, New Haven, Conn., are 
the principal makers, while Louis 
Marx & Co., New York, supplies 
several versions of the wind-up 
and less expensive varieties. 


Big Production Seen 


While there won’t be enough 
electric trains to satisfy all the 
demands of rail-hungry young- 
sters and their fathers, retailers 
expect to keep toy rails moving 
strongly through 1946. 

Wheel toys such as velocipedes, 
scooters and similar products have 
run headlong into material sup- 
ply problems that have seriously 
hampered production. Some toy 
autos are coming in from England 
where makers have been allowed 
since 1943 to keep up some export 
production. Canada is another 
source of supply but even with 
these, some potential riders will 
find themselves walking. From 
the velocipede, a standard for 
years, have sprung such variations 
as the Jockey-cycle (J. E. Donal- 


son Mfg. Company, Kansas City, 
Mo.) combining the features of 
velocipedes with the bumps of 
horseback riding. 

Some coaster wagons are back 
in all-steel models like Wolverine 
Mfg. Company’s Silver Comet, but 
others are showing models with 
wooden bodys. 

Reynolds Metals Company, toys 
and games division, Louisville, is 
offering a line including wheel- 
barrows, scooters, wagons and 
children’s table and chair sets. 
Other aluminum products include 
a revival of the old “pogo” stick, 
popular about two decades ago, 
and suspected of having its re- 
juvenation in a surplus of alumi- 
num tubing. 

Dowst Mfg. Company’s Tootsie- 
toys (Chicago), made of zinc al- 
loy, are currently produced al- 
though not in full volume. 


Plastics Figure Heavily 


Plastics are reaching a new peak 
in popularity, although the supply 
still falls short of the demand. 
The durability of plastics plus 


their ability to reproduce detail 
in such things as boats, toy pistols, 
autos and planes have made them 
a prime favorite among children. 
Plastics offer more rounded cor- 
ners, retailers say, and freedom 
from rust, which boosts them with 
parents. 

Although there has been con- 
siderable promotion for such items 
as toy gas masks, dummy rifles, 
toy helmets, walkie-talkies and 
other war game items, war toys as 
a whole are getting a relatively 
cold shoulder, some retailers re- 
port. Children have lost interest 
in the games, reports say, and 
parents, weary of war and its 
grind, discourage them, too. 

But despite reported markdowns 
in war items, Hobbyville Toy 
Company, Chicago, is boosting its 
“Atomic Bomb” (harmless) in 
current copies of Toys & Novelties. 


‘Atomic’ Pistol Out 


It wouldn’t be the same old toy 
business if Buck Rogers didn’t 
show up with something new. This 
time Buck got wind of the atomic 


age and broke out with an “Atom- 
ic” pistol, made by Daisy Mfg. 
Company, Plymouth, Mich. 

On the feminine side of the pic- 
ture, dolls are making production- 
line debuts ranging all the way 
from long-scarce miniatures up to 
rather dazzling young ladies 
whose wardrobes are as compli- 
cated as a prima donna’s. In the 
near future, customers may see 
dolls whose motions will be 
controlled electronically with 
voice commands, but none of these 
fey-like creatures has as_ yet 
reached the market. 

William L. Garstang, owner of 
Electronic Laboratories, Inc., In- 
dianapolis, who originated “Mo- 
nopoly,” says toys have ,gone 
scientific, and he’s. producing 
black light sets similar to those 
used by air force pilots. He con- 
tends that fathers rarely give 
children a chance to play with the 
black light outfits. 

More utilitarian toys are enter- 
ing the field with such items as 
irons (so far, none electric), iron- 
ing boards, carpet sweepers, min- 


43 


iature furniture, clothes lines, dial 
telephones and others, mostly 
aimed at the feminine contingent. 

Whether or not scale models are 
toys or hobbies, has caused con- 
siderable discussion in the indus- 
try. Comet Model Airplane & 
Supply Company, Chicago, is de- 
termined that its product shall be 
known as models, not toys. But 
many retailers maintain model 
supplies are closely akin to toys. 

Varney Scale Models, Chicago, 
asserts that most model train 
enthusiasts are from 18 years old 
up, and that a scale model such 
as a train requires the hobbyist’s 
taste. Varney is having trouble 
getting dies for its die-cast prod- 
ucts. 

Just how many persons enter 


SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 
ARTWIL COMPANY, Advertising 
26 West 48th Street @ New York 19, N. Y. 
MEdallion 3-0813 


IS THIS THE BUREAU 
OF ACCURACY 
AND FAIR PLAY ? 


“Why didn’t you publish our 
baby’s birth announcement in the 
vital statistics column? She’s my first 
and I want everything legal . . .”* 

“Mr. Corbin, you got my name 
wrong in yesterday’s paper. It’s 
Knute Knudsen, not Knud Knut- 


oom.” "" 


“You got me married to the wrong 
Hennessey! That man in the pic- 
ture’s not my husband—he’s too 
handsome!” *** 

Key man in one of newspaper- 
dom’s most ear-bending, most im- 
portant jobs is Assistant Executive 


% Hospital failed to make report to health depart- 
ment. Report filed; birth announcement published. 


*%* Sorry, Knute — our knewsmen should knever 
fail to check a kname. 


%*%*%* Memo to photo ed.: double-check next time! 


Editor Charles R. Corbin, head of 
the Bureau of Accuracy and Fair 
Play of the Minneapolis Star and the 
Minneapolis Tribune. 

An affable, chain-smoking diplo- 
mat with a flair for getting along 
with people, Corbin is target for an 
endless barrage of plaints, queries, 
kudos and cuss words which the 
largest, most spirited audience of 
readers in the Upper Mississippi Val- 
ley employs to express its opinions 
and desires to its favorite newspapers. 

Corbin’s busy day is punctuated 
by phone calls and personal visits 
from voluble readers with a bone to 
pick or a bouquet to fling. The Bu- 
reau is organized to handle promptly 
any reported instance of inaccuracy 
or unfairness to any person or group, 
to correct published misstatements 
and errors, and to make sure that 
each news story in the Minneapolis 
Star and Tribune is accurate, just 
and reliable. 


No mere “‘complaint department” 
staffed by tremblechins or misan- 
thropes, the S-T Bureau of Accuracy 
and Fair Play is part of top editorial 
management. As a prime service to 
readers, all Bureau business—trivial 
or important—-gets top priority and 
quick action by Corbin and other 
executives on both newspapers: 
another reason why the Minneapolis 
Star and the Minneapolis Tribune 
hold the warm regard and high con- 
fidence of the Upper Mississippi 
Valley as trusted spokesmen, good 
neighbors and dependable friends. 


pe. 400.000 Daily 
Hy 405,000 Sunday 


in the 
Paul Bunyan Market 


Minneapolis Star « « - Minneapolis Tribune 


EVENING 


JOHN COWLES « President 


MORNING & SUNDAY 
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the over-all toy picture is any- 
body’s guess. While the estimates 
concede that there are about 10,- 
000 major toy dealers in the U. S., 
this figure does not include thou- 
sands of retailers who stock only 
a smattering of toys and who 
rarely if ever deal directly with 
toy makers. 


Limited by Supplies 


Exclusive model dealers are es- 
timated at anywhere from 6,000 
to 9,000. The Model Industry As- 
sociation, Chicago, believes that 
there are about 6,000 exclusive 
model dealers who will do about 
$30,000,000 volume in 1946. Many 
in the field believe that the model 
dealers would do about $50,000,- 
000 or more, if they could get 


AIRCRAFT LETTERING 


*All 
Airports 


FAYRO COMPANY 
403 West 49th St., New York 19, N. Y. 


ample supplies. 

There is some doubt as to where 
toys cease to become toys and be- 
gin being something else, such as 
furniture, communication systems, 
transportation or what-have-you. 
When you consider that there are 
such startling variances as hand- 
cuffs, stuffed dogs, toy pianos, 
bugles, checkers, gas masks, stilts, 
slides, station wagons, roller 
skates, miniature operating elec- 
tric stoves and yo-yos, to mention 
only a few, it’s no wonder that 
toy dealers begin to wonder just 
what does constitute a toy. 


But no matter what they’re 
called, toys are joys to kids, and to 
manufacturers who can get 
enough of them to fill a reasonable 
number of retail counters these 
days. 


Resigns Three Accounts 


Abner J. Gelula & Associates, 
Philadelphia, has resigned the ac- 
counts of Canine Food & Prod- 
ucts Company, Machine & Tool 
Designing Company, and Keystone 
Wagon Works, all in Philadelphia. 


Capital Airlines Lists 
Personnel Changes 


Fred M. Glass has been pro- 
moted to acting vice-president of 
traffic and sales for Capital Air- 
lines-PCA, Washington, D. C., to 
fill a post vacated by J. J. O’Dono- 
van, who is on an indefinite leave 
of absence. Mr. Glass joined the 
company several months ago fol- 
lowing his release from the Air 
Transport Command. Previously 
he was chief attorriey for the Air 
Safety Board and later counsel for 
American Airlines, New York. 

James D. Henry, director of ter- 
ritorial developments, has been 
named successor to Mr. Glass as 
acting vice-president for the 
southern region. Francis Ham- 
mack has been named assistant 
vice-president of the southern re- 
gion, and George N. Monro, as- 
sistant vice-president of the west- 
ern region. 


Manufacturers Elect Finer 


Sidney A. Finer, vice-president 
of Pond’s Extract Company, Clin- 
ton, Conn., has been elected a di- 
rector of the Manufacturers’ Asso- 
ciation of Connecticut. 


Rogers Group Changes 


The Rogers Diesel & Aircraft 
Corporation, New York, has 
changed its name to R. B. Rogers 
Companies, Inc. The Rogers group 
includes the Indian Motocycle 
Company and the Ideal Power 
Lawn Mower Company, Spring- 
field, Mass.; Hill Diesel Engine 
Company, Lansing, Mich.; Ed- 
wards Company, Sanford, N. C.; 
Fox Industries, Philadelphia, and 
the Rogers International Corpora- 
tion, New York. 


Meachams Names Jarrott 


Sue-Jo Jarrott, formerly adver- 
tising manager and fashion direc- 
tor of Daniel Hays Company, New 
York, glove manufacturer, and 
editor of Fashion Accessories In- 
cluding Gloves, has been ap- 
pointed advertising director of 


Meachams, Fort Worth specialty 
store. 
Health Sock Ads Return 


McGregor Hosiery Mills, To- 
ronto, is again advertising its 
Happy Foot Health sock in Ca- 
nadian dailies. Ellis Advertising 
Company, Toronto, is the agency. 
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The Local Jouck 


for high reader interest 
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To the right is an example of what we mean by 
* “The Local Touch” as found in the Louisville 


Courier-Journal. 


Sunday Magazine and those of the Atlanta Journal, 
Columbus Dispatch, Houston Chronicle, Nashville 


Tennessean, and 


States are tailored to measure for the people who 


read them. 


Just contact anyone at Jann & Kelley, O'Mara & Ormsbee, 
The Branham Co., Sawyer-Ferguson-Walker Co.; or write 
Standard Gravure Corp., Louisville 2, Kentucky. 
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Advertising Age, August 5, 1946 


22 Stores to Use 
‘In-Store Films’ 
of Advertisers 


New YorK—Twenty-two lead- 
ing department stores have signed 
for national advertiser-sponsored 
In-Store films of Cine-Television 
Studios, Inc., New York (AA, 
May 20), Fred H. Fidler, presi- 
dent, has announced. 

The stores are Abraham & 
Straus, Brooklyn; J. N. Adam & 
Co., Buffalo; Bloomingdale Bros., 
New York; Davison, Paxon Com- 
pany, Atlanta; L. S. Donaldson 
Company, Minneapolis; Famous- 
Barr Company, St. Louis; Golden 
Rule, St. Paul; Higbee Company, 
Cleveland; Hochschild, Kohn & 
Co., Baltimore; Jones Store, Kan- 
sas City; Jordan, Marsh Company, 
Boston; Kaufman Straus Com- 
pany, Louisville; Kaufmann De- 
partment Stores, Pittsburgh; La- 
Salle & Koch, Toledo; Loveman, 
Joseph & Loeb, Birmingham; B. 
Lowenstein, Memphis; Maison 
Blanche, New Orleans; May Com- 
pany, Los Angeles; Meier & 
Frank, Portland, Ore.; M. O’Neil 
Company, Akron; John Shillito 
Company, Cincinnati, and Wolf & 
Dessauer, Fort Wayne. 

Although the ultimate goal is 
100 stores, the medium will be 
launched about Nov. 1 with the 
present nucleus. Additional stores 
will be invited to join in groups 
of 15 to 25, beginning probably 
about April 15, 1947. 

The first release will be a 
twice-monthly “homemakers’ edi- 
tion.” Each edition will be eight 
to 10 minutes in length; will pro- 
mote the products of several ad- 
vertisers, and employ full narra- 
tive or dialogue sound, music and 
Kodachrome color film. The 
16-mm. film will be shown on a 
new type automatic projector 
with a screen image of 21142x29 
inches, requiring no projectionist 
or enclosure, and operating con- 
tinuously before standing audi- 
ences from store opening to clos- 
ing. Up to six consoles will be 
used in each store. Each “show” 


| will be 60% advertising and 40% 


“editorial” shorts featuring films 
for home planners and home 
owners. 
Advertisers are now being 
signed. 


3 Join Cooper & Crowe 


Edward M. Lynch, formerly 
with Stations WKYL and KNAK, 
Salt Lake City, has been named 
account executive, handling radio, 
of Cooper & Crowe, Advertising, 
Salt Lake City. Charles Nicker- 
son, with John Evans Agency, Salt 
Lake City, before joining the 
armed forces, has been appointed 
art director. Barbara A. Mayer 
has joined the agency as copy- 
writer. 


Wadhams Boosts Walling 


William Walling, Manitowoc, 
Wis., manager of Wadhams Oil 
Company since 1927, has been ap- 
pointed marketing assistant for 
the company in Milwaukee. 


Adplans Names Levy 


Richard Levy, formerly on the ad- 
vertising sales staff of the Oregon 
Journal, Portland, has been named 
sales manager of Adplans, Inc., 
Portland, effective Aug. 1. 
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@ Published by CHICAGO 11 
INDUSTRIAL MARKETING ‘~~ °"° Steet 


THE MARKET DATA BOOK | 


Publication of The Market Data Book is an annual event of 


ei major importance to everybody who has to work with facts 

Oe and figures on markets and media. Each year this unique 

30 book, its more than 500 pages packed tightly with facts 
ess about media and markets, proves to be indispensable to 
ees, advertisers and agencies in evaluating markets and selecting 
BA media for industrial advertising campaigns. 


3 The task is made simpler and easier for them because 
data on publications which cover the numerous industrial 
markets are filed right along with the authentic market in- 
formation they need. Industrial advertisers and their 
agencies refer to it constantly and call it their marketing 
"bible". Because it is a continuing service, brought up to 
date each year, hundreds of industrial publications list com- 
plete data about their services in it year after year, and 
consider it one of their primary promotion efforts. 
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A number of preferred positions in prime market sections 
are available to publishers who act promptly and place their 
orders now. But since more than 225 publishers, many of 
whom have used space year after year for many years are 
represented in the current edition, immediate action is essen- 
tial to obtain the positions still available. 


First forms close September |. 
The final closing date for all copy is September 15. 
Publication date is October 25, 1946. 


LOS ANGELES 14 SAN FRANCISCO 4 NEW YORK 18 
e Simpson-Reilly, Ltd. e Simpson-Reilly, Ltd. e 330 W. 42nd Street 
Garfield Building Russ Building 


MEDIA DATA IN 1946 EDITION AVAILABLE ON THE FOLLOWING PUBLICATIONS: 


Abernethy Publishing Co. Chicago Journal of Commerce Gillette Publishing Company Mid-West Contractor Railway Supply News 
Advertising Age Chilton Publications ulf Publishing Company Milk Dealer, The Refinery Catalog 
Airports Civil Engineering Haire Publishing Co. Milk Plant Monthly Revista Industrial 
Airport Directory, The Cleaning and Laundry World Hardware Age Mill & Factory Roads and Streets 
American Artisan Coal Age Heating, Piping & Air Conditioning Mill Supplies Rock Products 
American Aviation Coal-Heat ! Heating & Ventilatin Mississippi Valley Contractor School Equipment News 
American Aviation Daily Commercial America Hide and Leather and Shoes Modern Industry School Executive, The _ 
American Aviation Directory y Communications Hitchcock Publishing Co. Modern Machine Shop Screw Machine Engineering 
American Aviation Traffic Guide Composite Catalog _ Hitchcock’s Export Sales Catalogs Modern Packaging Sewage Works; Engineering 
American Automobile (Overseas Edition) Conover-Mast Publications Hospital Management Modern Plastics Sheet Metal Worker 
American Builder ’ Constructioneer | Hotel Monthly Modern Railroads Simmons-Boardman Publishing 
American Butter Review Construction Digest Ice Cream Review, The Modern Theatre, The Corporation — 
American City Construction News | Illinois Beverage Journal Motorship Smith Publications, W. R. C. 
American Exporter Contractors and Engineers Monthly Implement and Tractor Municipal Index and Atlas Snips Magazine 
American Hairdresser Cotton ? Improvement Bulletin National Bottlers’ Gazette Southern Automotive Journal 
American Lumberman Dairy Industries Catalog Industrial Bulletin - National Butter and Cheese Journal Southern Fisherman 
American Machinist Dealer News Industrial Equipment News National Jeweler Southern Hardware 
American Metal Market Diesel Power Industrial Finishing National Provisioner Southern Laundry and Cleaner 
American Milk Review Distribution Age Industrial Heating Nation’s Schools, The Southern Machinery and Metals 
American Miller and Processor Dixie Contractor : Industrial Marketing New England Construction Southern Marine Review 
American Restaurant Magazine Distribution and Warehousing Directory Industrial Plastics New Equipment Digest Southern Power and Industry 
Architectural Record Dodge Corporation, F. W. Industrial Publications, Inc. New South Baker Southern Pulp and Pa Journal 
A.S.M.E. Mechanical sng | Domestic Engineering : Industry and Power Oficina Mechanica Moderna Southwest Builder & Contractor 
Associated Business Papers, Inc. Domestic Engineering Catalog Directory Ingenieria Internacional Oil Weekly Steel s 
Associated Construction Publications Dun’s Review Ingenieria Sanitaria Olsen Publishing Company Steel Processing 
Automovil Americano, El Electric Light and Power Inland Printer Overseas Buyers’ Guide for Automotive Surplus Record 
Aviation Equipment Electrical Buyers Reference Institutions Distributors ‘ weet’s| File, Architectural and 
Aviation Equipment Red Book Electrical Contracting Instrument Maker Packaging Parade Sweet's File for Builders 
Aviation Maintenance Electrical Dealer Instruments Paper and Pulp Mill Catalogue Sweet’s File, Engineering 
Bakers Digest Electrical Equipment I. R, E. Yearbook Paper ey and Paper World Sweet’s File for the Mechanical 
Bakers Helper Electrical Manufacturing Keeney. Publishing Company Penton Publishing Company Industries 
Bakers Weekly Electrical South Log, The Petroleum Engineer Sweet's File for Power Plants 
Bedding * Electrical West Machine Design Petroleum Refiner Sweet's File for the Process Industries 
Boating Industry El heat Wo id Machinery Pit & Quarry Sweet’s File for Product Designers 
Boating South ectrical Wor Machine Tool Blue Book Pit & Quarry Handbook Telephone Engineer 
Breskin Publishing Corporation Electricity on the Farm MacRae’s Blue Book Plant Purchasing Directory Telephony 
Brewers Digest Electronics : Manufacturing Confectioner Plastics World | Texas Contractor 
Brick & Clay Record El Exportador Americano Manufacturers Record Plumbing & Heating Journal Thomas Publishing Company 
Building Supply News : El Taller Mecanico Moderno Marine Catalog and Buyers Reference Power Plant Engineering Thomas’ Register of American 
Business Publishers International Engineering and Mining Journal Marine Engineering and Shipping a Road and Street Catalog Manufacturers 

Corporation ; bee Factory Management and Maintenance Review ractical Builder Toel and Die Journal 
—— pay = gpa n god _ Farmaceutico, El Marire Equipment ee og » He ay Traffic World 

ustry in anish- : ineeri 
eat wed > Con “ eading Markets Farm Implement News Mass Transportation Production aalactring & Management Water and Sewage Works 

- - . Fire Engineering Materials and Methods Pr. ee Water Works Engineeri 

Canadian Industrial Equipment News - ar oducts Finishing : ngineering 
Canner, The Fleet Owner | McGraw-Hill Publishing Company Publishers’ Auxiliary, The Welding Encyclopedia 
Case-Shepherd-Mann Publishing Food Industries Meat Packers Guide Purchasing | Welding Engineer 

Corporation Food Packer, The Mechanical Engineering Putman blishing Co. Western Builder 
Catalogo de Equipo Para Caminos Food Preview Mechanization Railway Age Western Newspaper Union 
Ceramic Industry ; ; _ Foundry, The ie Mechannual — Railway Engineering and Maintenance Wood Products 
Chemical and Metallurgical Engineering Fritz Publications Metal Finishing p Railway Mechanical Engineer Woodworking Digest 
Chemical Industries Furniture Age Metal Working Equipment Railway Purchases and Stores Work Boat 
Chemical Preview Gardner Publications, Inc. Michigan Contractor & Builder Railway Signaling Yachting 
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Cold Wave Makers Unite 
to Protect Big Markets 


(Continued from Page 1) 
until we have seen satisfactory 
results from the continued use of 
these perfected preparations on 
the same heads.” 

The AMA Journal, in a June 15 
report by Dr. Lawrence H. Cotter 
of Columbia University’s College 
of Physicians and Surgeons, 
warned that thioglycolic acid used 
in some of the preparations can 
cause severe allergic reactions in 
sensitive persons, and that even 
liver damage may be done by pro- 
longed exposure. 

“Now that this product is being 
sold in the chain stores,” said Dr. 
Cotter, “its indiscriminate use will 
result in an increased incidence 
of poisonings, many of which are 
already finding their way to the 
courts.” He said adequate label- 


ings and understanding of the 
dangers involved are ‘“impeta- 
tive.” 

Trade publications serving the 
nation’s beauty shops quickly re- 
futed the Good Housekeeping 
articles Modern Beauty Shop 
pointing out that millions of cold 
waves have given satisfaction in 
the past seven years. “Before we 
get too bothered about the recent 
criticism,” it chided, “we should 
remember that it was this same 
woman’s magazine that ‘went over- 
board’ in its enthusiastic but un- 
successful promotion of the possi- 
bilities of the so-called anti-gray 
hair vitamins. That too made 
sensational reading for a time.” 

American Hairdresser, main- 
taining that an established service 
had been “blithely” condemned 


on “what appears to be flimsy evi- 
dence,” quoted Charles Barban, 
consulting chemist, who said that 
six years of intensive research had 
convinced him that “highly useful 
and perfectly safe and stable cold 
waving preparations can be form- 
ulated by those who have the 
necessary knowledge and_ that 
such products can be used by the 
cosmetologist under a simple 
method of procedure with total 
satisfaction.” 


Answers Charges 

Wholesale condemnation of all 
cold wave process materials isn’t 
warranted, Dr. Carey P. McCord, 
Detroit consultant, insisted in 
answering Dr. Cotter in the June 
29 AMA Journal. “I don’t know 
that thioglycolic acid, as such, is 
ever used,” he said. The acid is 
neutralized or provided with an 
excess of alkaline material, he 
added, and extensive testing has 
convinced him that “there is no 
primary skin irritation from thio- 
glycolic acid or alkaline deriva- 
tives at levels below 8%,” a safe 
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Advertisers in MACHINE TOOL BLUE 
BOOK are assured complete coverage 
of all branches of the metal working 
industry. It is read by those people in 


MY READ BY THOSE WHO BUY 


IN THE MARKETS YOU WANT TO SELL 


working fields who specify 


and buy. Over 35,000 monthly circula- 
. over 171,500 readers. A CCA 
publication. For results use MACHINE 
TOOL BLUE BOOK, the outstanding 
leader in the metal working industry. 


WOODWORKING DIGEST 


WOODWORKING DIGEST reaches 
more than 10,000 plants and individuals 
in all branches of the woodworking in- 
dustry of the United States and Canada. 
It is tops in advertising volume . . . more 
advertisers use WOODWORKING 
DIGEST to present their story to the 
woodworking industry than any other 
medium. Editorially, WOODWORKING 
DIGEST carries more pages than any 
other publication in the field. 


aarOns SALES CATALOGS 


Hitchcock's seven EXPORT SALES 
CATALOGS are your answer to success 
in building sales in foreign markets. 
A well planned campaign with com- 
plete carry through will build sales vol- 
ume and profits because foreign buyers 
know, and look to Hitchcock’s Export 
Sales Catalogs for their buying infor- 
mation. Issued in three sections... 
Industrial, 
. - . and in three editions, Spanish, 


Agricultural, Construction 


Portuguese and English languages. 


HITCHCOCK 


4: PUBLISHING COMPANY 


544 South Dearborn Street, Chicago 5. 
VOre OOS HARrison 6040 
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: STORE NAME 
STRESSES SIMPLICITY—L. R. Kallman & 
Co., Chicago, first in the field with a 
cold wave kit for home use, emphasizes 
the ease of home permanent waving with 
Crowning Glory, in this current adver- 


tisement. 


margin observed in all home kits, 
and that there is no evidence of 
sensitization or allergic responses 
with properly prepared materials. 
Dr. McCord, incidentally, is the 
expert who has conducted ex- 
haustive tests for Crowning Glory, 
home kit merchandised by L. R. 
Kallman & Co., Chicago, one of 
the leading manufacturers in the 
consumer field. 


Says Standards Needed 


The AMA Journal, commenting 
editorially in the same issue, de- 
clared that 50 commercial agen- 
cies are manufacturing materials 
used in cold wave processes, that 
there are no standards as to what 
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mentation before launching such 
products is for the most part in- 
adequate and incomplete,” and 
that the public should wake up to 
the fact that “as much evidence 
needs to be accumulated regarding 
the safety of substances placed on 
the surface of the body as those 
taken into its interior.” Hair- 
dressers and their employes are 
much more subject to risk, it 
added, than the occasional user of 
the home kit. 

The comparative safety —and 
any potential dangers—of beauty 
shop cold waves will be studied 
as part of a program approved by 
a group of manufacturers includ- 
ing Turner Hall Corporation, 
Wella Corporation, Halliwell, Inc., 
Bonat & Bonat and Sales Affiliates, 
New York; Raymond Laboratories, 
St. Paul; American Beauty Prod- 
ucts and Gaylord-Shelton, Chi- 
cago; Duart Mfg. Company, San 
Francisco, and Waval - Thermal, 
Los Angeles. Helene Curtis In- 
dustries, Chicago, which claims to 
handle 85% of the beauty shop 
business as the industry’s out- 
standing leader, has decided 
against joining the cooperative 
group. 

The others, with $10,000 as a 
program starter and plans to vote 
more funds later, is checking with 
pharmacy departments of three 
universities and by fall expects to 
appoint an expert to handle the 
research work. 

Charm-Kurl Keeps Out 

The adverse publicity also has 
driven the home kit makers into 
one fold, though in this case, too, 
the leading manufacturer is stay- 
ing out. Charm-Kurl Company, 
St. Paul, which lays claim to the 
title as the biggest merchandiser 


is safe or harmful, that “experi- 


and advertiser of home kits, be- 


How to 


and key sales staffs. 
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obvious 


WHILE they distribute nationally, major manufacturers and 
suppliers se// regionally. And they recognize the tremendous 
business potential of the nation’s greatest industrial region —the 
Central West—by cultivating it with special offices, branch plants 


Obvious, isn’t it, that this regional selling should be 
bolstered by regional advertising directed to the management 
executives who control the region’s prodigious purchasing power? 

In the Central West, these management men read, use and 
prefer the Chicago Journal of Commerce as their source of daily 
business news. This daily business newspaper enhances the returns 
on any advertising schedule designed for sales to management men. 


Chicago Hournal of Commerce 


The source of daily business news in 
the nation's greatest industrial area. 
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‘IMPORTANT NOTICE 


To All Users 
HOME 


ee 
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‘NO DANGER'—There's 

guesswork with Mar-Vo-Kurl," 

Inc., Chicago, tells housewives in this 

newspaper copy. Mar-Vo-Kurl, it adds, 

is the only home set which uses heat and 

“does not require a skilled operator to 
apply." 


“no danger or 
Halgar, 


lieves that the medical article had 
little or no effect as an authorita- 
tive study, and that consequently 
no defense is necessary. 

Plans of the others have not 
been formulated, although they 
are expected to raise funds for in- 
dependent tests and counter pub- 
licity. The federal Food and Drug 
Administration, they point out, 
has been watching the cold wave 
situation for years, and has found 
no reason to condemn the practice. 
All carry product iiability insur- 
ance, on which rates have been 
constantly lowered, and few “nui- 
sance” claims have been lodged. 
The manufacturers doubt if any 
cosmetics have, all in all, en- 
countered less trouble. But while 
they feel that hairdressers and 


other shop workers may be ex-|. 


posed to more dangers than the 
occasional home user, they are 
still concerned. 

The field is in “a hell of a lot 
of agitation now,” said one indus- 
try spokesman, who compared it 
to the trade opposition which con- 
fronted manufacturers in the 
growing razor blade market after 
the first world war. Bad competi- 
tive practices, price differentials, 
etc., still plague the industry and 
cut-throat tactics may defeat ef- 
forts to solve common problems 
on a long-range basis. 

Beauticians, obviously, have no 
love for the manufacturers of 
home kits and any company which 
tries to straddle the field (it has 
been tried) finds the heat uncom- 
fortable. 


Shops Average $14,700 


There are slightly more than 
122,000 beauty shops in the coun- 
try, according to American Hair- 
dresser, with an average income 
of $14,700 annually. Of the dollar 
volume, 75 to 80% of the business 
is permanent waving. Cold waves 
account for 36.3% of the trade, 
the remainder being machine heat 
waving and chemical, machine- 
less processes. 

St. Paul is the home of the 
home wave kit. It was there that 
Harold Tanner, about 13 years 
ago, got up the first package and 
sold retailers on the idea. Stores 


BONDED SPECIAL 
DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 


SPECIAL SERVICES: |. Early mail pick- 
up, as often and as early as necessary. 
2. Rush proofs, engravings. 3. New re- 
lease deliveries. 4. Trucks for moving 
aap gs Any delivery problem solved. 


CANNONBALL 


Messenger & Truck Service 
CS) 412 N. Wells St., Chicago 
PHONE DEL. 1234 


promoted the kits in local news- 
paper ads over their own names, 
though Tanner himself paid for 
the space. At first he had no 
trade name, offering a number 
of packages, but he finally con- 
centrated on one brand, Mollin, 
and sold it on an exclusive town 
basis. 

Attracted by the possibilities, 
W. H. Fraser, now head of Charm- 
Kurl Company, St. Paul, closed 
a deal with Tanner to promote 
the new Charm-Kurl, which they 
began advertising in magazines 
and newspapers half a dozen years 
ago. But that arrangement didn’t 
last long, and Tanner broke with 
his partner and started promoting 
the Chic line. These two remained 
the chief rivals, though a few 
other machineless wave products 


were marketed to 
until 1943. 


Harris Starts Rolwav 


In that year a third St. Paul 
entrant, R. N. W. Harris, now 
president of Toni, Inc., launched 
a new home kit, Rolwav, and a 
Chicago “outsider,” L. R. Kall- 
man, introduced the first cold 
wave home kit, Crowning Glory, 
which retailed at $2, a price it still 
maintains today. Rolwav, pro- 
moted in women’s magazines and 
cooperative mewspaper ads. as 
“America’s Beauty Bargain,” sold 
for 25 cents. 

But it was the cold wave that 
caught on quick, and Tanner in 
1944 brought out Chic Deluxe at 
79 cents and Portrait at $1.49; 
Fraser introduced Charm-Kurl 


consumers, 


Supreme at 98 cents, and Harris 
introduced Toni, at $1.25. Lin- 
hall Company, St. Paul, markets 
Chic, while H. H. Tanner & Co., 
St. Paul, sells Portrait, but both 
are Tanner enterprises. Industry 
sources now rate the five leaders 
in the consumer field in this or- 
der: Charm-Kurl, Toni, Crown- 
ing Glory, Portrait and Chic. 


Ad Expenditures Up 


Charm-Kurl, which invested 
$115,000 in magazine space in 1945, 
stepped up the pace considerably 
this year, through O’Neil, Larson 
& McMahon, Chicago, with maga- 
zine expenditures for the first five 
months at $190,000. It isn’t dis- 
closing plans for the remainder of 
the year. 

Toni, Inc., which recently 


47 


switched its account from the Chi- 
cago office of J. Walter Thomp- 
son Company to Foote, Cone & 
Belding, is shaping plans for the 
months ahead. While its maga- 
zine space last year amounted to 
slightly less than $10,000, it in- 
vested more than $56,000 in this 
medium during the January-May 
1946 period, and has been using 
substantial radio and Sunday 
newspaper color advertising. It 
spent more than $66,000 in news- 
papers last year. Toni started 
sponsorship July 1 of the break- 
fast club show, “Meet the Missus,” 
on the Pacific Coast CBS network 
three times a week, 

L. R. Kallman & Co., Chicago, 
for Crowning Glory, is using full, 
half and two-thirds pages in nine 
leading magazines and, exclusive 
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WELLAND = CAMADA 
WOOTTON tam FREwT 


SNGINERRED FOR YOUR IO8 


“This letter will express ' 
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says 


K VINING SMITH 


@nowned painter of stirring marine 


is wrote us: 


y sincere appreciation of the mas- 
have translated the color and feel- 
Jacket’ which appears on the 1946 


Plymouth Cordans calendar. It is far superior to many of the 


current reproductions of my work, and has a delicacy and 


variety of tones which make it outstanding.” 


CALENDARS BY FORBES 


ARE SUCCESSFUL CALENDARS 


NEW YORK 


(No stock designs.) 


CLEVELAND 


LITHOGRAPH CO. 
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of retailer advertising, 680 and 
390-line ads in leading dailies in 
all important cities, through Ham- 
ilton Advertising Agency. It ex- 
pects to continue on a similar 
scale for the remainder of the 
year. Its newspaper space last 
year aggregated $166,000, while 
magazine ads during the January- 
May 1946 period amounted to 
$56,000. 

Crowning Glory, which had the 
cold wave field to itself for more 
than a year, was first merchan- 
dised in leading department stores. 
Chain stores are promoting it 
now and Kallman also intends to 
go after attractive foreign mar- 
kets. 

The insurance rate on Crowning 
Glory, Mr. Kallman told AA, has 
been reduced three times in the 
past two years—6624%, 50% and 
30%—due to its favorable risk ex- 
perience. The company, which 
has kept its retail price at $2, 
maintains a fair policy of dis- 
counts for all buyers, regardless 
of size, and offers the same co- 
operative advertising basis to all. 
Its ad copy has varied little from 


| tended to go back to beauty shops 


the start, and does not openly 
antagonize beauty shops with com- 
petitive price appeals. 


Promotes Heat Set 


Halgar, Inc., Chicago, makes 
capital out of the recent publicity 
with newspaper copy emphasiz- 
ing that its Mar-Vo-Kurl is the 
only home set which uses heat 
and doesn’t require a skilled op- 
erator to apply. This set, re- 
tailing at $1.50, is “the kind of 
permanent for which beauty shops 
charge as high as $25,” copy adds. 
A coupon invites the customer to 
write for the kit if she can’t find 
one in a department store. 

Helene Curtis Industries, Chi- 
cago, makes every type of wav- 
ing machinery and all kinds of 
waves for the beauty shop, and 
while it professes no concern fi- 
nancially over the recent attacks 
on cold waves, it regards them 
as unfair to the entire industry. 
In a recent telephone survey of 
physicians’ wives in Chicago, it 
established that all women who 
had been given cold waves in- 


for another—and that the major- 
ity had Curtis cold waves. 

This company is advertising as 
heavily as before, using 21 maga- 
zines and cooperative newspaper 
advertising with shops. Its own 
house magazine, with a circula- 
tion approaching 100,000, is by 
far the biggest in the field. It 
is sent to beauticians under the 
individual imprint of the wholeé- 
saler or dealer. 


Pushes Shop Emblem 


Helene Curtis reminds the shop 
owners in trade _ publication 
spreads that it has spent millions 
in advertising, research and mod- 
ern equipment “to increase your 
business and protect your profits 
through nationally advertised 
franchised permanent waves.” 
Trade ads promote the emblem, 
“Helene Curtis Professional Beau- 
ticians.” Its permanents, person- 
alized for customers in individual 
packages, range from the $10 
“Duchess” to the $50 “Her High- 
ness.” Abbott Kimball Company 
handles the Helene Curtis ac- 
count. 


Weekly 
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... Well I'll tell you “Duke”... “Shoo 
Fly Pie and Apple Pan Dowdy” mean 
a lot more to Capper’s Weekly readers 
than just the title of Number Eight fh 
the Juke Box selections. 


The more than 373,000 Capper’s 


subscriber families know 


“Shoo Fly Pie and Apple Pan Dowdy” 
are mighty good eating . . . and here 
are the tempting recipes to prove it! 
They’re good dishes to enjoy along in 
the cool of the evening. 
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Capper’s Weekly is the publication ememerry birthplace y, 
built on Human Interest and its timely and Whose : 
editing covers everything from Cur- -—E see su 
rent Events... Humor... Poetry... if Soon prt 
Serial Fiction to Patterns and Recipes. E Maine 


Capper’s Weekly is the reading fa- 
vorite of more than 373,000 families 
in the prosperous farm and rural town 
market of Iowa, Nebraska, Kansas, 
Missouri and Colorado... and for only 
$1.25 per line you can reach this able- 
to-buy market. Put Capper’s Weekly 
on your schedule and let it prove how 
“Shoo Fly Pie and Apple Pan Dowdy” 
reader response will make sales for 


you! 


CAPPER’S WEEKLY 
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Turner Hall Corporation, New 
York, has been using cooperative 
newspaper ads on a national basis, 
through Wesley Associates, and 
will continue this program un- 
changed for its professional Eska 
and Basicurl cold waves. Turner 
Hall two months ago acquired Ty- 
lon Products Company, maker of 
Tylon cold wave. Tylon, distrib- 
uted nationally, is backed by trade 
advertising but receives practi- 
cally no consumer push. 

Clairol, Inc., New York, side- 
stepped the recent controversy be- 
cause its Joan Clair cold wave 
does not contain the acid discussed 
in the AMA Journal. Through 
Roy S. Durstine, Inc., it is ready- 
ing a new campaign, with a new 
copy approach which may men- 
tion the cold wave publicity. 

Sales Affiliates, Inc., New York, 
which distributes Lustron cold 
wave manufactured by Evans 
Chemetics, New York, expects to 
make no changes in its coopera- 
tive advertising program. Its 
Zotos machineless wave now is 
receiving the bulk of the promo- 
tional drive. 

Among others selling to the 
beauty shop trade are Beauty 
Products Company, Los Angeles, 
whose current trade ads promote 
Cool-Temp, a “lukewarm perma- 
nent wave” combining the “best 
features of cold and heat waving”; 
Mira Products, New York, with 
Nuvo and Mira-Curl cold waves; 
Raymond Laboratories, St. Paul, 
which is promoting the Rayette 
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cold wave method; Wella Cor- 
poration, New York, which offers 
the Wella creme cold wave in an 
introductory deal, and Waval- 
Thermal, Hollywood, maker of 
Nutri-Tonic, Coifon and Teka cold 
waves with creme-oil base. 


Schedules Fall Magazine 
Drive for Reed Shoes 


E. P. Reed & Co., Rochester 
manufacturer of women’s foot- 
wear, will feature Matrix and 
Collegebred shoes in a fall maga- 
zine drive which will be supported 
by cooperative newspaper adver- 
tisements. 

Keyed to a “footprint in leather” 
theme, Matrix copy will utilize art 
techniques to dramatize the ideas 
with short copy. Two-color pages 
will appear in Harper’s Bazaar 
and Vogue; black-and-white half 
pages in Life; and _ three-color 
pages in rotogravure sections of 
the Christian Science Monitor. 
Halftone drawings featuring sev- 
eral Collegebred styles will be 
scheduled in black - and - white 
quarter pages in Harper’s Bazaar 
and Vogue. Geyer, Cornell & 
Newell, New York, is the agency. 


Plans Hotel Magazine 


James E. Hickey has resigned as 
editor of the Buckeye Tavern, 
Youngstown, O., to publish his 
own magazine, the Ohio Hotel & 
Restaurant Monthly, which will be 
out Nov. 1. The new magazine is 
the first in a proposed group of 
regional trade publications to be 
published by Hickey Business 
Publications, Inc. 


Date: 8-15-46 


Subject: Advertising 1946 - 


PRODUCT DESIGN & DEVELOPMENT 


Request for authorization gf an unbudgeted expenditure for adver- 
tising space totaling $360. for 3 months beginning November 1946. 


Despite the many orders we have on our books the sales 
management is especially anxious to increase "seed" orders from 


men busy with the design and development of new products. 


They 


are convinced that such individual orders obtained now can be 
converted to mass repeat orders at a later date when our 


backlog has been reduced. 


They feel that it is good business for us at this time 
to increase the penetration of our advertising to the men who 
influence product specifications. 


I am recommending the use of PRODUCT DESIGN & DEVELOP- 


MENT to accomplish this purpose. 


The $360. requested will pay 


the total cost of the space we have in mind using in each of the 


first three issues. 
exactly this field. 
and January. 
subsequent issues. 


The monthly distribution is 35,000 copies in 
The issues are those for November, December 
Our budget recommendations for next year will cover 


The basic concept of PRODUCT DESIGN .& DEVELOPMENT 
comes from two of the most resultful publishing formulas ever 


originated among business papers. 


with the mass-sell idea. 


Both were founded by salesmen 


Both started long enough ago that 


they've ironed out the kinks and proved effective in good, 


bad and indifferent times. 


One was Johnson's MACHINE DESIGN -- now a Penton 
publication -- which was the first to single out the designer 
as the focal point for the original equipment market 


One was Smith's I.E.N. 


-- a Thomas publication -- 


which was the first to provide a News type shopping place for 


operating equipment. 


PRODUCT DESIGN: & DEVELOPMENT is Johnson's further 


development of the mass-sell idea. 


It welds into one medium the 


editorial approach and market selection of MACHINE DESIGN and 
the news aspects and market penetration of IEN. 


Our approved budget provided $7,500. for space and 
preparation for advertising directed.specifically to designers. 
This addition will increase our expenditures in this area by 


about 52. 


Ee atin 


V. H. VAN DIVER 


PRODUCT DESIGN & DEVELOPMENT 


The only news magazine collecting, interpreting and 
summarizing NEWS for the Original Equipment Market 


Published by JOHNSON BUSINESS PAPERS © 138 East 47th Street, New York 17, N. Y. 
Franklin H. “‘Spets"’ Johnson, Publisher 


35,000 CONTROLLED CIRCULATION + FLAT RATE $120. PER UNIT + CLOSING DATE NOY. ISSUE, OCT. 10 
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lhe Creative ans Corner 


Postscript 


It is always comforting to this writer 
to see the second advertisement in a 
campaign follow the pattern of the first 
and thus to know that it is a campaign 
and not just a related series of ads. 
Two or three weeks ago we noted here 
what we thought was a bright and tell- 
ing switch in the magazine advertising 
of Western Union. Today we can add 
that the second advertisement in this 
new series follows the pattern identically 
—with the headline (ExrTra-SpecraL 
BIRTHDAY GREETINGS FOR AN EXTRA-SPE- 
CIAL LITTLE Girt. Love. Dappy.) on 
ticker tape, and the signature under the 
short copy made by the familiar Western 
Union envelope. 

We believed, as we said, that Western 
Union here had a very unusual oppor- 
tunity to put its product (the telegram 
itself) to work in the advertising, and 
we're pleased to see that they are going 
to follow it up. 

Incidentally, the copy in this second 
advertisement is worth more than a quick 
look: 

“A telegram is always something spe- 
cial—always appreciated, always thought- 
ful. So, on all occasions like birthdays, 
wedding anniversaries, blessed events, 


You Ought to Know . 


There are many sides to Paul Ellison, 
director of public relations in charge of 
advertising and sales promotion of Syl- 
vania Electric Products, and chairman of 
the board of the Association of National 
Advertisers. But all of 
them have one com- 
mon characteristic — 
they’re all human. 

Most familiar is Paul 
Ellison, the committee- 
man. He has prob- 
ably served on more 
committees of the 
ANA and headed more 
programs and projects 
than any other mem- 
ber. Side by side with 
the committeeman is 
Ellison, the raconteur. He is so fond of 
a good story that he has been known 
to call a friend on the telephone before 
breakfast to relate a good one he heard 
the night before. 

Then there is Paul Ellison, the good 
friend. “I have no illusions about any- 
thing but people I like,” he said recently, 
“and I have those because I like to 
keep them.” And, with or without illu- 
sions, he probably has as many or more 
real friends in advertising who speak 
about him warmly and affectionately as 
any man in the business. At ANA meet- 
ings his room is always a gathering 
place for bridge games, “bull sessions,” 
or convivial drinking. And anywhere 
he goes, he is a walking employment 
agency because he somehow seems al- 
ways to hear about good jobs and to 
know just the right men to fill them. 

There is also Paul Ellison, the bon vi- 
vant, who knows all the right, quiet little 
spots to get good food, and who is an 
excellent cook and has many original 
recipes with the customary dash of wine 
and soupcon of garlic. 

And there is also the lover of au- 
thentic hot jazz, who—frequently in the 
company of Ed Batchelder, ANA secre- 
tary—tours the little clubs on New 
York’s 52nd St. and Greenwich Village 
to hear the master musicians at work. 
This taste for jazz goes back to the days 
when he was with Brunswick-Balke- 
Collender in Chicago where the company 
recorded Chicago jazz, and he has a wide 
personal acquaintance among the great 
in this field. Names like Freeman, Rus- 
sell, Teagarden, Hines, Waller, Brunis, 
Davidson, Goodman, et al, crop up al- 
most as frequently in his conversation 
as terms like “media,” “agencies,” “mer- 
chandising” and “advertising.” But, al- 
though. he plays the piano, himself, he 


Paul Ellison 


there is nothing so heartwarming as a 
telegram. And to help you, every West- 
ern Union office has a folder containing 
almost a hundred suggested greeting 
telegrams. Ask for yours. 


“Telegrams cost so little and are so 
easy to send. Simply go to your nearby 
Western Union office or call Western 
Union and have your telegram charged 
to your phone. By the way, isn’t there 
someone who'd like to hear from you 
today?” 

The story is all there. It rings true. 
It makes sense. And there isn’t a single 
wasted word. More important, perhaps, 
and certainly most interesting, is the 
fact that no effort whatever is made to 
continue either the thought or the mood 
of the headline unnecessarily into the 
copy. Indeed, this is very neatly han- 
dled in a little caption just over the 
text in which the recipient of the wire 
says simply, My Daddy is the most won- 
derful Daddy in the world! Just look— 
a real special telegram—all for me on 
my birthday! 

We’re sorry not to be able to repro- 
duce this advertisement, but the dead- 
line is on us. If you want to see it— 
and you should—you will find it on Page 
7 of Time for Aug. 5. 


- « Paul S. Ellison 


has never been able to play real, im- 
provised jazz and his personal musical 
activity is confined to playing classical 
music from the paper. He confesses this 
rather ruefully because, like any jazz 


lover, he knows the loss of face that © 


goes with being a “note man.” 

But all of these facets are sidelights 
as well as components that go to make 
Paul Ellison a leader in advertising, 
marketing and public relations. The hu- 
manity, the gregariousness and the con- 
viviality are all backed by an inquiring 
mind, an active curiosity and the ability 
to make ideas jell and get people to act 
together. Paul’s activities on committees 
and as chairman of the ANA are not 
merely social. He is a serious student 
of advertising and business and contrib- 
utes a great deal of his own thinking 
to the problem at hand besides perform- 
ing his outstanding catalytic function. 

Right now, he’s concerned with sev- 
eral big problems, both within and out- 
side ANA. The greatest is the long- 
range public relations of business. “To 
get on common ground with our publics, 
we must make our advertising a two- 
way street,” he said in a recent talk. 
“The flow of information to the public 
through advertising is only in one direc- 
tion. There must also be a flow of in- 
formation back from the people to busi- 
ness in the form of opinion research.” 

He and Robert B. Brown, of Bristol- 
Myers Company, are now working on 
the establishment of a research commit- 
tee of the ANA to explore this and the 
myriad other ways in which research can 
contribute to business and advertising. 
(Some years ago, incidentally, he was on 
the original ANA radio committee which 
set up the Cooperative Analysis of 
Broadcasting. ) 

His concern extends throughout the 
entire area of the public relations of 
business. “Never before did so many 
need to know so much,” Paul says. “In 
order to perpetuate the kind of economy 
in which we can sell and advertise our 
goods and services, we, must win wide- 
spread public acceptance not only for 
our products but also for the institutions 
behind them and the system which per- 
mits an honest, efficient and public-spir- 
ited institution to grow big and often 
prosperous.” 

And he and Sylvania practice these 
principles. They have, for example, 
conducted extensive market research 
which was made available, not only to 
Sylvania, but to the entire industry and 
business press. It’s a job which all busi- 
ness has to do together, he believes, and 


in making its research available to its 
giant competitors he believes that Syl- 
vania is helping itself. 

He would like to see more basic re- 
search rather than specific research 
slanted toward immediate sales or pro- 
motional problems because he believes 
that in the long-run such research would 
be more fruitful for the sponsors as well 
as business as a whole. “If more media 
would do a basic job instead of concen- 
trating on the characteristics of their 
own readers,” he said, “I believe they’d 
get their sales message across just as 
well and do a lot more good.” That’s 
one of the things he hopes ANA’s new 
research committee can contribute 
toward. 

Another way in which ANA can con- 

tribute to the public relations of adver- 
tising is in encouraging some house 
cleaning in advertising copy. He cites 
in particular motion picture advertising 
such as Howard Hughes’ campaign for 
“The Outlaw.” 
‘In addition to advertising, Paul’s in- 
terests have led him tentatively to ac- 
cept a job on the U. S. Chamber of Com- 
merce’s committee on distribution. He 
was, along with many other business 
men, disappointed when the National As- 
sociation of Manufacturers dropped its 
distribution committee (of which Don 
Mitchell, Sylvania’s president, was chair- 
man) after a few months, and hopes that 
the C. of C. will do the kind of job that 
is needed. 

And when Paul Ellison works in an 
organization or on a committee he really 
does a job. He has a phenomenal ca- 
pacity for attending all-day meetings, 
staying up all night chewing over the 
problems involved, then getting out early 
for a round of golf before the next 
morning’s session. 

How did he get that way? Well, for 
one thing, he got an early start in ad- 
vertising. He started in advertising, lit- 
erally as an infant, in 1902 or 1903, when 
his picture was used in ads for Mellin’s 
baby food, Two-year old Paul, burst- 
ing with health, was the famous “Mel- 
lin’s Food Baby.” After this precocious 
debut, he took time to grow up a bit, 
attend St. Lawrence University, served as 
a sergeant in World War I, then became 
a reporter on the Watertown Times in 
that upstate community. Following a 
stint as a space salesman and copywriter 
for the Lockwood Trade Journals Com- 
pany, he entered the advertising depart- 
ment of Vacuum Oil Company under 
Eben Griffiths in 1923. 

Three years with Vacuum led to his 
becoming advertising manager of Bruns- 


wick-Balke-Collender, and in 1932 he 
was appointed advertising manager of 
the Sylvania division of Hygrade Syl- 
vania Corporation, Emporium, Pa. After 
the merger of the two leading indepen- 
dents, Sylvania began to give the Big 
Two in the field a bit of a run for their 
money, although remaining compara- 
tively a small company. Paul grew with 
the company, and when the decision to 
change the corporate name to Sylvania 
Electric Products, Inc., was made, his 
was the job of paving the way for the 
change without losing brand and com- 
pany identification and loyalty. When 
the job was accomplished with perfect 
smoothness, the hows and whys were 
characteristically published in booklet 
form to help other companies faced with 
the same problem. 

The war jumped Sylvania’s volume 
from $21 million to $125 million (it will 
probably be more than $75 million this 
year) and created another problem in- 
volving delicate public relations. Syl- 
vania wanted to keep the characteristics 
of a small corporation even with its six- 
fold growth. To accomplish this, instead 
of integrating expansion vertically, Syl- 
vania expanded horizontally with num- 
bers of small “feeder” plants in various 
areas, each with the characteristics of a 
small business and the public and .em- 
ploye relations advantages of greater in- 
timacy and personal contact. The story 
of this integrated, yet decentralized, op- 
eration is one that Paul Ellison believes 
can teach other companies a lesson and, 
as usual, he’s willing to pass on that 
lesson for the good of business as a 
whole. 

He has been a member of the ANA 
since 1924 and has been attending meet- 
ings regularly ever since. He has served 
on its radio, display, industrial advertis- 
ing, employer-employe relations, and 
postwar planning committees, and was 
chairman of the membership, public re- 
lations and program committees. He be- 
came a director of ANA in 1941, vice- 
chairman in 1944 and chairman of the 
board in 1945. 

“It’s hard for me to be objective about 
the ANA,” he says. “I’m a sentimentalist 
and I’m ‘sentimental about the ANA. 
After all, I have so many friends in the 
association, and we’ve spent a lot of 
time together and have been so close 
that I just don’t think about ANA ob- 
jectively.” Hearing that, some of the 
old-timers among his friends might re- 
call the Mellin’s food slogan that ap- 
peared under infant Paul’s picture: “We 
are advertised by our loving friends.” 


/ he / ay as Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW TO GET YOUR CATALOGS DELIVERED 
AS FAST AS FIRST CLASS MAIL 


Where an advertiser faces highly com- 
petitive conditions, it is important that 
his literature reach the prospect prompt- 
ly. Often a prospect will answer sev- 
eral competing advertisements. Hence, 
immediate delivery of literature is neces- 
sary if you are to get the maximum re- 
turn from your inquiries. 

A simple way to get first-class delivery 
on your catalog is to send it by either 
“3rd Class, Special Handling” or by 
“Catalog Rates, Special Handling,” de- 
pending upon the weight. 

As you will probably want to include 
a processed letter, filled in with the pros- 
pect’s name and address and hand- 
signed, together with an order blank 
and return envelope, the rate will de- 
pend upon the weight of the parcel. 

If your catalog and enclosures weigh 
up to and including 8 ounces, it is classed 
as “Miscellaneous Printed Matter’ under 
the 3rd class rate of two ounces for 1% 
cents. 

If your catalog with enclosures weighs 
over 8 ounces, it goes at catalog rates 
according to zones. 

In each case you pay the prescribed 
postage plus 10c special handling fee. 

The outgoing mailing envelope must 
be clearly marked SPECIAL HANDLING and 


carry the pledge: “Contents: Catalog. 
Postmaster: This parcel may be opened 
for postal inspection if necessary.” It 
may be sealed. 

The saving in postage is considerable 
if you mail in volume. For example, a 
catalog with enclosures weighing 8 
ounces would cost 24 cents if mailed first 
class. But as “3rd Class, Special Han- 
dling,” only 16 cents. 

Suppose your catalog with enclosures 
weighs 12 ounces; by first class mail it 
would require 36 cents postage. At the 
catalog rate, it would go as 1 lb. If the 
prospect were in the fourth zone the 
postage would be 7 cents, plus the spe- 
cial handling fee of 10 cents, making 17 
cents as compared to 36 cents. 

In a recent survey, catalogs mailed un- 
der the “Special Handling” privilege 
from Washington, D. C., were delivered 
in Chicago in less than 48 hours. You 
can imagine the prospect’s amazement at 
getting a reply so promptly. 

Further, it is easy to understand why 
catalogs mailed by this method produce 
a higher percentage of sales than those 
handled in the ordinary way. 

If you have a mail-order proposition 
where quick action is necessary it will 
pay you to test this plan. 
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Cosmetic Sales 
Lag at Wholesale; 
‘Off Brands’ Drop 


NEw YorK—While retail cos- 
metic sales have increased 11% 
for the first six months of 1946 
as compared with a general drug 
increase of approximately 17%, 
cosmetic sales are declining 
slightly at the wholesale level, 
officials of the National Whole- 
sale Druggists Association and the 
Toilet Goods Association estimate. 

The decline in wholesale vol- 
ume is attributed to the fact that 
retailers are reducing inventories 
and are holding off on purchases 
of war-born “off brands” antici- 
pating the return of nationally ad- 
vertised brands to the market. 

The newsletter of the NWDA 
reports that “consumers are ap- 
parently becoming more discrimi- 
nating and are not buying the ‘off 


’ brand’ items as readily as they 


did during the war. Retailers ap- 
parently are reducing inventories 


in an attempt to judge consumer 
demand, anticipating an increased 
interest on the part of the con- 
sumer in quality lines of mer- 
chandise which are now going 
back on the market.” 

The lag in wholesale sales is 
estimated at “less than 5%,” and 
is considered as a readjustment 
rather than any indication of a 
decline in potential retail vol- 
ume, TGA sources said. 


Appoints Vickland 


P. Melvin Vickland, formerly 
with MBS in New York and Holly- 
wood, has been appointed vice- 
president and West Coast man- 
ager of Commercial Radio Pro- 
ductions, Inc., with headquarters 
in the new Hollywood offices at 
1776 N. Highland. 


Mercready Appointed 


Mercready & Co., Newark, has 
been appointed to handle the ad- 
vertising of Strainer Products 
Corporation, Montclair, N. J., 
manufacturer of strainers, paint 
trays and coolant units. 


Ford Promotes Three 


Horace H. Greenfield, assistant 
branch manager of the Ford and 
Monarch division, Ford Motor 
Company of Canada, Winnipeg, 
has been appointed sales manager 
of the division. Stewart C. Mc- 
Laren, assistant director of auto- 
motive engineering in Ford’s mu- 
nitions and supply department, 
Ottawa, has been named assistant 
general sales manager in charge 
of domestic sales. Morgan A. 
Snedden, in Ford’s Winnipeg 
branch, has been appointed sales 
manager of the Mercury and Lin- 
coln division. 


Joins Melamed-Hobbs 


Hal L. Danforth, formerly ad- 
vertising manager of Gordon & 
Ferguson, St. Paul, has joined the 
staff of the St. Paul office of Me- 
lamed-Hobbs. 


Lee-Stockman Appointed 


Elevator Safety Corporation, 
New York, has appointed Lee- 
Stockman, New York, to handle 
the advertising for the Elsco 
roller guides for elevators. 
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REILLY VINYLITE ELECTROTYPE PROCESS is the 
greatest advancement since the inception 
of electrotyping. There is absolutely no 
comparison between older molding meth- —_, 
ods and REILLY VINYLITE PROCESS 
... they are as different as day and night. 


With the new molding technique used 
in the REILLY VINYLITE PROCESS, 2 
thermostatically controlled heat and ex- 
tremely lower pressure is used. Compare = 3 
this with the thousands of tons of pressure 
as used in the older molding methods. 
This new process produces an electrotype 
with qualities far superior to a lead mold 
which had been considered the best dupli- 
cating medium for printing. 


plicated. 


Frocess 


REILLY VINYLITE PROCESS is an all-purpose 
medium which gives our finished electro- 
type the following fine qualities. 

. Full depth easily and faithfully obtained of 
engravings, type and open areas, giving per- 
fect duplication of type and engraving— 
hard edges eliminated, true tone values du- 


. Perfect color registration—all tonal values 
exactly the same as engravings. 


. No special preparation required to produce 
the finest electrotype—mold direct from the 
form—thereby saving time and expense. 

Why not investigate this new REILLY 

development today. This all-purpose, 

perfected process is the new measure of 
quality in electrotyping. 


ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, NEW YORK 


DETROIT . 


INDIANAPOLIS ° 


CHICAGO ° 


LOS ANGELES 7 


SAN FRANCISCO 
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AWARD WINNER—Harry F. Lambert, left, art director of D'Arcy Advertising 

Co., St. Louis, receives the Kerwin H. Fulton Medal for the most outstanding 

poster of 1945 from Paul Smith, president of the Art Directors Club of New 
York. The winning poster is shown at top. 


Field Net Profit 
Up 175% for First 
Six Months of ‘46 


Cuicaco — While manufacturing 
enterprises are having some dif- 
ficulty with their profit levels be- 
cause of current operating prob- 
lems, retail business—still sailing 
along at record levels, and with 
sharply reduced corporation taxes 
—is likely to wind up the year 
with net profits at new high levels. 

An indication of what is hap- 
pening in retail circles was pro- 
vided by the half-year report of 
Marshall Field & Co., which 
showed net profits up about 175% 
over last year. Net for the 1946 
half was $7,085,964, as against 
$2,560,950 for the same period last 
year. Net sales were $88,673,610 
this year, as against $77,326,753 


(including $2,000,000 in rental in- 
come) last year.. Earnings before 
taxes were $11,428,974 this year, 
with $4,343,010 taken out by fed- 
eral taxes, whereas last year fed- 
eral taxes took $7,232,357 out of 
earnings of only $9,793,307. 

The percentage of operating 
profit to total sales was 12.88 this 
year as against 12.66 last year, but 
the percentage of net income to 
sales rose sharply from 3.22 last 
year to 7.99 this year. 


Montgomery Joins BPIC 


Clifford E. Montgomery has 
been appointed district manager 
for New York-New England of 
Business Publishers International 
Corporation, New York. Formerly 
with W. R. Grace & Co. in for- 
eign trade work, Mr. Montgom- 
ery served with the Navy in the 
Pacific during the war. He will 
divide his time between the New 
York and Boston offices. 


BASIC | 


ABC Network | 


ALL SQUAWS LIKE and LISTEN to 


Gather around and let WJW, Cleveland’s CHIEF 
Station, guide you to Northern Ohio’s billion dollar 
market. WJW delivers more daytime dialers per 
dollar in the Cleveland area, than any other 
regional station. 


Cleveland's 


Station 


850 KC 


DAY AND NIGHT 
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House Organ Group 
Cites 82 Papers; 
558 in Contest 


NEw YorK—“Deadline,” newly- 
launched publication of the Na- 
tional Council of Industrial Edi- 
tors, will announce in its next issue 
the 82 “winners” among 558 en- 
tries in a recent first international 
industrial publications contest. 

The 82 all were above a certain 
rating for excellence, on the ba- 
sis of a maximum of 40 points 
for accomplishment of purpose, 35 
for editorial excellence, and 25 
for appearance. Entries were re- 
ceived from 36 states and the Dis- 
trict of Columbia and from four 
Canadian provinces. 

The council, now five years old, 
represents 26 regional associa- 
tions with a total of 2,500 mem- 
bers representing about 1,200 
companies. Wilbert L. Miller, edi- 
tor of “Contact” for the New Eng- 
land Power Service Company, 
Boston, recently was elected pres- 
ident. Charles C. Mercer, 480 
Lexington Ave., is executive di- 
rector and editor of “Deadline.” 

Mr. Mercer formerly was edi- 
tor of the industrial press serv- 
ice and other publications of the 
National Association of Manufac- 
turers. He estimates that there 
are now more than 5,000 house 
publications, both internal and ex- 
ternal, with combined circulation 
of 40 million a month. On them 
industry and business spend about 
$50 million a year. 

The 82 publications cited are: 

“Agricultural ULeaders’ Digest,” 
Chicago; “The Amaizo Corn Ear,” 
American Maize-Products Company, 
Chicago; “American Gas Association 
Monthly,” American Gas Association, 
New York; “The Arm-Co-Operator, 
American Rolling Mill Company, 
Middletown, O.; “‘Armstrong’s Insu- 
lator,” Armstrong Cork Company, 
Lancaster, Pa.; “Automobile Facts,” 
Automobile Manufacturers Associa- 
tion, Detroit; “Bank of Montreal 
Staff Magazine,’ Bank of Montreal, 
Montreal; “Bell Laboratories Rec- 
ord,” Bell Telephone Laboratories, 
New York; “Bendix Radio Engineer,” 
Bendix Radio Division of Bendix 


Aviation Corporation, Baltimore; 
“Bridgeport Brass News,” Bridge- 
port Brass Company, Bridgeport; 


“The Business of Farming,” United 
States Gypsum Company, Chicago; 
“C. G. E. News,” Canadian General 
Electric Company, Toronto; “The 
Carbuilder,”’ Pullman-Standard Car 
Mfg. Company, Chicago; 

“The Chase,’ Chase National Bank 
of the City of New York; “Contact,” 
New England Power System Compa- 
nies, Boston; “The Depictor,’”’ Edward 
Stern & Co., Philadelphia; “The 
Diamond,” Mid-Continent Petroleum 
Corporation, Tulsa, Okla.; “Dow 
Diamond,’ Dow Chemical Company, 
Midland, Mich.; ‘‘Effective Selling,” 
Hitchcock Publishing Company, Chi- 
cago; “Flagship World,” American 
Airlines System, New York City; 
“The Friendly Adventurer,” Ber- 
mingham & Prosser Co., Chicago; 
“Gas News,” Peoples Gas Light & 
Coke Co., Chicago; “The Grace Log,” 
W. R. Grace & Co., New York; “The 
Great Silver Fleet News,” Eastern 
Air Lines, New York; “Hanna Coal 
News,” Hanna Coal Company, St. 
Clairsville, O.; “The Harvester,” In- 
ternational Harvester Company of 
Canada, Hamilton, Ont.; “The Her- 
cules Mixer,’”’ Hercules Powder Com- 
pany, Wilmington, Del.; 

“The Hoover Sphere,’ Hoover Ball & 
Bearing Co., Ann Arbor, Mich. ; ‘“‘Indus- 
trial Bulletin,” Arthur D. Little, Inc., 
Cambridge, Mass.; “The Jaqua Way,” 
The Jaqua Company, Grand Rapids, 
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Mich.; “The Lamp,” Standard Oil 
Company (New Jersey), New York; 
“Life with Liberty,” Liberty Mutual 
Insurance Company, Boston; “Link- 
Belt News,” Link-Belt Company, 
Chicago; “Lion’s Roar Magazine,” 
Loews, Inc. (MGM Pictures), New 
York; “Lockheed Star,” Lockheed 
Aircraft Corporation, Burbank, 
Calif.; “The Marxman,” United Mer- 
chants and Manufacturers & Affili- 
ates, New York; “Medical Briefs,” 
Barnes-Hind Pharmacy, San Fran- 
cisco; “The Merchants Checker- 
graph,” Ralston Purina Company, St. 
Louis; “M-H News Circulator,” Min- 
neapolis Honeywell Regulator Com- 
pany, South Minneapolis, Minn.; 
“The Michigan Bell,” Michigan Bell 
Telephone Company, Detroit; “The 
Microphone,” Hawthorne Works, 
Western Electric Company, Chicago; 

“Mills Warrior,” Mills Industries, 
Inc., Chicago; ““Mimeo-Topics, A. B. 
Dick Company, Chicago; “Monsanto 
Magazine,’ Monsanto Chemical Com- 
pany, St. Louis; ‘‘“News,” Public Serv- 
ice Company of Northern Illinois, 
Chicago; “Oil-Power,”’ Socony-Vacu- 
um Oil Company, New York; “Olds- 


mobile Pictorial News,” Oldsmobile 
division, General Motors Corpora- 
tion, Lansing, Mich.; “Osteopathic 
Magazine,” American Osteopathic 
Association, Chicago; “The Over- 


flow,” Upjohn Company, Kalamazoo, 
Mich.; “Packages and People,” Cel- 
lophane division, Du Pont Company, 


Wilmington; “The Pepperell Sheet,” 
Pepperell Mfg. Company, Boston; 
“Pillsbury People,” Pillsbury Mills, 
Minneapolis; “Popular Home,” United 
States Gypsum Company, Chicago; 
“Progress,” Universal Pictures Com- 
pany, New York; “The Quiet Forum,” 
Celotex Corporation, Chicago; “Re- 
flections,” E. F. Schmidt Company, 
Milwaukee; “Republic Reports,” Re- 
public Steel Corporation, Cleveland; 

“Reynolds Review,” Reynolds Met- 
als Company, Louisville; “Rohm and 
Haas Reporter,” Rohm & Haas Com- 
pany, Philadelphia; “The Rope Mak- 
er,” Rochester Ropes, Inc., Culpeper, 
Va.; “Safeway News,” Safeway 
Stores, Inc., Oakland; “The Seagram 
Spotlight,” Seagram-Distillers Cor- 
poration, New York; “Sears News- 
Graphic,” Sears, Roebuck & Co., 
Chicago; “Shell News,” Shell Oil 
Company, New York; “Shell Prog- 
ress,” Shell Oil Company, New York; 


“Ships,” Hill & Knowlton, New 
York; “Socony-Vacuum News,” So- 
cony-Vacuum Oil Company, New 


York; “Southern Telephone News,” 
Southern Bell Telephone & Tele- 
graph Co., Atlanta; “Squibb Mem- 
oranda,” E. R. Squibb & Sons, New 


York; “Star-Light,” Toronto Star 
Limited, Toronto; ‘Star-Telegram 
Junior,” Carter Publications, Fort 


Worth; “The Studebaker Spotlight,” 
Studebaker Corporation, South Bend, 
Ind.; 


“The Sylvania Beam,” Sylvania 


Electric Products, Inc., New York; 
“The Telephone News,” Bell Tele- 
phone Company of Pennsylvania, 
Philadelphia; “The Texaco Star,” 
The Texas Company, New York; 
“Tile and Till,” Eli Lilly & Co., In- 
dianapolis; “Timber Topics,” Allis- 
Chalmers Mfg. Company, Tractor di- 
vision, Milwaukee; “Tracks,” Chesa- 
peake & Ohio Lines, New York; 
“The Travelers Beacon,” Travelers 
Insurance Companies, Hartford; 
“U. S. Items,” U. S. Industrial Chem- 
icals, Inc, New York; “Watch,” 
American Mutual Liability Insurance 
Company, Boston; “Weirton Steel 
Employees Bulletin,” Weirton Steel 
Company, Weirton, W. Va.; “Wyan- 
dotte Chief,” Wyandotte Chemicals 
Corporation, Wyandotte, Mich.; “You 
& I & RCA Victor,” RCA Victor di- 
vision of Radio Corporation of Amer- 
ica, Camden. 


Frederick Named V.P.; 
Three Others Promoted 


C. L. Frederick, formerly vice- 
president of the Parker Pen Com- 
pany, Janesville, Wis., has been 
appointed executive vice-presi- 
dent and director of Eversharp, 
Inc., Chicago. 

Larry Robbins, vice - president, 
who has headed Eversharp’s for- 


eign and domestic sales since 1942, 
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has been named senior vice-presi- 
dent and general sales manager, 
and Thomas Emerson, vice-presi- 
dent, has been placed in charge 
of domestic sales in the writing 
and shaving instrument fields. H. 
Hugh Willis has been appointed 
vice-president in charge of engi- 
neering, research and product de- 
velopment, 


JWT Appoints Quinn 

Stanley Quinn has been ap- 
pointed radio program producer 
and director in the Montreal of- 
fice of J. Walter Thompson Com- 
pany. Mr. Quinn was formerly 
director of the radio department 
in JWT’s Sydney, Australia, office. 
During the war he was attached 
to General MacArthur’s staff. 


Starts 40-Hour Week . 


The editorial, advertising and 
business department employes of 
the Dallas Morning News have 
been put on a five-day, 40-hour 
week because the return of em- 
ployes from the armed forces has 
given many departments a per- 
sonnel surplus. Their pay re- 
mains the same. 
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@ In our recent nationwide survey, 75% of advertising 
men said book matches ranked below most media in effec- 
tiveness. They said a lot of other things too—all of them 
showing a surprising lack of knowledge of the facts. And, 
if these things were true, we’d be out of business—we 
couldn’t be able to sell book match advertising to anyone. 

But look at this partial list of advertisers now using 
Diamond Book Matches successfully —Coca-Cola—Kraft 
Foods Co.—Wilson & Co.—Paris Garters—Jarman Shoes 
—Knox and Dobbs Hats—American Airlines—Pennsyl- 
vania R. R.—United Hotels—Sinclair Refining Co,— 
Champion Spark Plugs—Ford Motor Co.—Armstrong 
Linoleum—General Electric Co.—R. C. A. Manufacturing 
Co.—United States Steel Co.—many, many more. 

These nationally known advertisers have found Diamond 
Book Matches successful for good reasons. Book Matches 


reach prospects in all geographical areas and all in- 
come groups. Your ad on a Diamond Match Book 
stands alone—free from competition from other @ 


DIAMOND BOOK MATCHES —The Pocket-Sized Answer . . 


310 SOUTH MICHIGAN AVENUE, CHICAGO 4, ILLINOIS 


what they $aYy about matches 


ads or editorial matter. Twenty lights ia each Diamond 
Match Book mean 20 opportunities to see your advertis- 
ing message. This medium is personal too—the only ad- 
vertising medium constantly carried in pocket or purse. 

And Book Matches are the ideal flexible, balancing me- 
dium, the only medium that can give you controlled, 
certified circulation—with any degree of intensity desired 
—in any cities or areas desired—during any time periods 


desired—and in full color. 


No wonder Diamond Book Matches have proved them- 
selves superior to other and better known media, on a cost 


basis, in actual tests. 


There’s an excellent chance that Diamond Book Matches 
can fit into your media structure with important] benefits 
to you. We have the facts and research facilities which can 
eliminate trial and error use. And we’ll be glad to send a 


To: Diamond Match Co., Dept. A-8 
310 S. Michigan Ave., Chicago 4, Ill. 


Woes. 2s 


Please call on me at.......... o'dlock, day «.esccses month 


Diamond Book Match Specialist to call to see 
you and give you the latest facts. Just fill 
out the coupon below and mail it today. 


. «++... to a Man-Sized Media Problem 


! would like more information about Diamond Book Match Advertising. 
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Opens Contest to Admen 


Station KSFO, San Francisco, 
has launched a contest open only 
to advertising agency personnel. 
Contestants are asked to send in a 
name for KSFO’s new afternoon 
request platter show, featuring 
Jim Moore, which runs for three 
hours from 1 to 4 p.m. Three 
prizes, a $100, a $50, and a $25 U. 
S. savings bond, will be awarded. 
Department store ad managers 
Madeleine Starrett, City of Paris; 


es Re a aM a 8 ee 


Oe ee 


Tom Hall, O’Connor-Moffat, and 
Margaret Tullus, of the White 
House, are the judges. 


Launches Plastic Drive 


Canadian Resins & Chemicals 
Ltd., Montreal, through the Mon- 
treal office of Vickers & Benson 
Ltd., is using national magazines 
in Canada for Vinylite plastic gar- 
ment bags and industrial maga- 
zines for Vinylite resins and other 
Vinylite materials. 


MORE 


A 


features 


... and readew tt 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. 250 Park Ave., New York 17, N. Y. 


National Representatives: THE BRAN HAM COMPANY 
CHICAGO: 360 North Michigan Avenue » NEW YORK: 230 Park Avenue 
Atlanta» Charlottes Dallas+ Detroit» Kansas City « Los Angeles « Memphis « St. Louis+San Francisco 


Calvert Dealers 
Reprint Trade Ad 
in 200 Papers 


New Cane, Potato 
Blends Temporary, 
Guttenberg Says 


NEw YorK—With the voluntary 
cooperation of wholesalers and re- 
tailers, what started out to be a 
trade advertisement prepared by 
Lennen & Mitchell for Calvert Dis- 
tillers Corporation has developed 
into a nationwide campaign al- 
ready carried in more than 200 
newspapers throughout the coun- 
try, with a. circulation of more 
than 15 million, E. E. Guttenberg, 
Calvert’s advertising manager, 
told ADVERTISING AGE. 

Prepared originally as an “edu- 
cational message” addressed to the 
trade, the advertisement, ‘“Let’s 
Get the Facts Right About the 
Whisky Situation,” posed some 
“simple questions and direct an- 
swers that explain what’s hap- 
pening ... and why.” 


Not a Makeshift 


“The primary purpose of the 
campaign,” said Mr. Guttenberg, 
“was to dispel the conception 
among some consumers, and 
among new arrivals in the liquor 
business, that spirit blended 
whisky was a wartime develop- 
ment.” Spirit blended whiskies 
represented about 50% of con- 
sumption before Pearl Harbor, he 
estimated, adding that today they 
constitute about 85% of the 
whisky market. 


“However, the whisky shortage 
resulted in the introduction by 
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One of America’s Premier Furniture Centers 


Another Plus! 


some distillers of whiskies blended 
with cane spirits, and more re- 
cently with potato spirits,” Mr. 
Guttenberg said, and these “war- 
time substitutes” will disappear 
from the market when the short- 
age is over, he prophesied. 

To meet the demand for re- 
prints, Calvert prepared for news- 
paper insertion 1,320 and 1,000- 
line mats which it offered to dis- 
tributors and retail outlets for 
publication at their own expense 
over their own names. In addi- 
tion, more than 2% million cir- 
culars bearing the local dealer’s 
imprint are being circulated, pos- 
ters are being displayed, and 
booklets are being given to pa- 
trons. 


Issues Trade Index 


The new 1946 edition of the 
“Canadian Trade Index,” pub- 
lished by the Canadian Manufac- 
turers Association, Toronto, con- 
tains an alphabetical list of ap- 
proximately 9,000 manufacturing 
firms with addresses, branches, 
brands and trade names. A spe- 
cial export section gives basic in- 


Advertising Age, August 5, 1946 


formation regarding government 
services, foreign trade controls, 
methods, financing, price quota- 
tions, tariff preferences and a list 
of the overseas supply missions 
located in Canada and the United 
States. 


Television Show Planned 


for Iowa State Fair 


Iowa’s first full-scale outdoor 
television demonstration, “county 
fair style,” will be held at the 
1946 Iowa State Fair in Des 
Moines Aug. 23-30, under the 
sponsorship of Station KRNT, Des 
Moines, and International Har- 
vester Company. Television broad- 
casts will be presented eight hours 
daily from fairground studios. 
Newspapers, outdoor posters and 
car cards will be used during Au- 
gust to promote the feature. 


Paper Gets FM Permit 


Home News Publishing Com- 
pany, New Brunswick, N. J., pub- 
lisher of the Home News and Sun- 
day Times, has been granted an 
FCC permit to operate a fre- 
quency modulation broadcasting 
station. 


Western Michigan from 
better! 


that wall. 


Second to none in the production of quality wood- 
furniture and high in the list of upholstery, James- 
town makers marks are found in America's finest 


stores. 


The impressive Furniture Exposition Build- 


ing at its Spring and Fall Markets draws leading 
buyers by the thousand to Jamestown. 


Jamestown superimposes a city of homes upon its 


sound industrial base. 


Quiet, sound, progressive 


—this spirit is reflected in the columns of The 
Post-Journal—an alert 1946 newspaper, 


Sell Jamestown and the Chautauqua Region through 


POST-JOURNAL 


JAMESTOWN 
NEW YORK 


| 


YOU MAY BE ABLE TO WIN SEVEN 
U. S. TENNIS CHAMPIONSHIPS — 


BUT—YOU CANT SLAM AN 
“OUTSIDE” BROADCAST INTO 
WESTERN MICHIGAN! 


Even the best tennis player will occasionally let a 


shot slip by him, but the wall of fading that cuts off 


outside broadcasts is even 


Rare indeed is the radio “shot” that gets by 
That’s why, to be heard with any degree 


of consistency in Western Michigan, you have to use 


_. broadcasts originating inside the area itself. 


Inc. 


WKZO in Kalamazoo and WJEF in Grand Rapids 
give you complete coverage—and at a single combina- 
tion rate you'll recognize as low. We'd be happy to 
send you all the dope—or just ask Lewis H. Avery, 


*Bill Tilden did it for seven years! 


FIRST 


AMD KENT COV 


Both owned and operated by Fetzer Broadcasting Company 
Lewis H. Avery, Inc., Exclusive National Representatives. 
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Fitch Co. Signs 
Harris, Faye for 
$3,000,000 Show 


Des Morines—F. W. Fitch Com- 
pany has signed Phil Harris, ra- 
dio comedian, and Alice Faye, 
film actress, for a new type of 
“Fitch Bandwagon” network show, 
in a five-year contract aggregat- 
ing $3,139,000 for talent costs 
alone. The program goes on the 
air Sept. 29, on Fitch’s regular 
time on NBC, Sundays at 7:30- 
8 p.m., EST. L. W. Ramsey Com- 
pany, Davenport, is agency for 
Fitch. 

The program will feature Har- 
ris and Faye in a home life situa- 
tion. A 39-piece orchestra will 
be used, providing background 
music throughout the show. The 
show will be built around a cast 
of characters, will make use of 
child characters and will not in- 
clude appearances of guest stars, 
unlike the “Bandwagon” show 
with Cass Daley last year. 


Should Boost Hooperatings 


In signing Harris and Faye, 
Fitch substantially boosts its ad- 
vertising budget. Talent for its 
previous “Bandwagon” shows, 
which for years featured a va- 
riety of bands, had never repre- 
sented a very great expenditure. 
The Fitch show long has had the 
reputation of getting the biggest 
free ride in network broadcast- 
ing by virtue of being sandwiched 
between top-Hooperated pro- 
grams. Conversely, development 
of the new, high-priced comedy 
routine and use of a large, per- 
manent band may well boost the 
rating for Sunday evening NBC 
shows later on. 

W. J. Henderson of Ramsey 
said that Harris will continue on 
the Jack Benny show for Lucky 
Strikes on NBC, Sundays at 7-7:30 
p.m., at least during the fall. No 
decision will be made until Sep- 
tember as to whether Fitch will 
continue sponsoring its half-hour 
“Vic and Sade” program on Mu- 
tual, or whether it will continue 
“Rogue’s Gallery’ on NBC, re- 
turn it to Mutual or drop it al- 
together. 

Fitch will continue to use com- 
ics in the Metropolitan Group and 
Puck—the Comic Weekly, inser- 
tions in Life, The Saturday Eve- 
ning Post and other national 
magazines, and spot radio in Can- 
ada. 


Whitehead Resigns 

Richard H. Whitehead has re- 
signed as president and director of 
the New Haven Clock & Watch 
Company, New Haven, Conn., but 
will continue in an advisory ca- 
pacity. He joined the company 
as vice-president and general 
manager in 1922 and has been 
president since 1929. 


Appoints Dagg 

Reginald M. Dagg, formerly ac- 
count executive with Stewart- 
Lovick Ltd., Vancouver, B. C., has 
been appointed manager of the 
new branch office of the Canadian 
Advertising Agency in the Prov- 
ince building, Vancouver. 


| promote sales of any 
product sold through office 
supplies dealers use the indus- 


try's own trade paper. 


Ask for new 
Trade Summary 


— 


\AVA  odern stationer 


Decca Records Elects 
Rackmil, Kruse, Others 


Jack Kapp, president of Decca 
Records, Inc., has announced the 
election of seven new officers of 
the company. 

Milton R. Rackmil, formerly 
vice-president and treasurer, was 
named executive vice-president. 
Elected vice-presidents were Harry 
C. Kruse, former vice-president 
of Decca Distributing Corporation, 
and Leonard W. Schnieder, di- 
rector of advertising and sales 
promotion. Samuel Yamin was 
named secretary, Louis Buchner, 
treasurer, Isabelle Marks, assist- 
ant secretary, and Irving Wiener, 
assistant treasurer. 


Name Donald Cooke 


Donald Cooke, Inc., New York, 
has been named representative of 
a new 5,000-watt station, CHOK, 
on the international border at 
Sarnia, Ont.-Port Huron, Mich., 
and a new 1,000-watt station in 
Tulsa, Okla. CHOK went on the 
air July 29. Call letters have not 
been assigned the new Tulsa sta- 
tion, expected to go on the air 
about Oct. 1. 


Classified Read 
by Record Number 
in New ARF Study 


NEw YorK—Classified advertis- 
ing readership in the May 16 is- 
sue of the Standard-Times, New 
Bedford, Mass., set an all-time 
high in the 100th survey of the 
Advertising Research Foundation’s 
Continuing Study of Newspaper 
Reading, with 69% of the men 
and 68% of the women reporting 
readership. 

Interest in amusement adver- 
tising was also high in this sur- 
vey, with women tying the all- 
time record and men _ ranking 
third in all studies for readership 
in this classification. Readership 
in all classifications in this sur- 
vey was above average. 

The best-read national. ad 
among men was a 128-line comic- 
strip layout for Hostess cup cakes, 
which attracted the attention of 
26% of the men and 22% of the 
women. This ad ranked third in 


f 


women’s attention to national ad- 
vertising. 

A 1,130-line ad ‘for My Sun- 
beam bread achieved the highest 
readership among women. Copy 
showed a laughing child and fea- 
tured the nursery rhyme “Diddle, 
Diddle Dumpling, My Son John.” 
It was read by 30% of the women 
and 22% of the men, ranking third 
on the men’s list. 


Teen-Age Ad Panel 
Offered Retailers 


Charles Waltermire, for six 
years art director of Cuneo Press, 
Chicago, has established the 
Waltermire Cartoon Syndicate, 333 
N. Michigan Ave., to merchandise 
a new teen-age cartoon ad series, 
called “Pert an’ Snazzy,” to re- 
tailers. 

The series, to start late in Sep- 
tember, under 26-week options, 
will be sold to one advertiser in 
each city, with graduated rates 
depending upon population. Car- 
toons are 2 columns by 4% inches, 
including store name and copy. 
The series, featuring humorous 
teen-age situations and gag lines, 
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provides tie-in copy at the bottom 
of each cartoon which may be 
supplied, or varied to fit the store 
needs. 


Owens-Illinois Ups 
White and Beckler 


Kenneth C. White, general sales 
manager of the Libbey glass di- 
vision, since 1944, has been named 
sales promotion manager of the 
glass container division of Owens- 
Illinois Glass Company, Toledo, 
succeeding Howard A. Trumbull, 
who is entering business for him- 
self. 

William M. Beckler, formerly 
assistant general sales manager, 
has been made manager of table 
glass sales of the Libbey division. 
Ripley W. Rogers continues as 
manager of Libbey’s industrial 
product sales. ° 


Andre Forms Agency 
Maria Andre has resigned as 
account executive and radio di- 
rector of Henry H. Sterling, Inc., 
to open her own agency at 2008 
W. Seventh St., Los Angeles. The 
new agency will be known as M. 
Andre—Advertising. 


ECAUSE McCANDLISH stresses the value of color and 


beauty in outdoor advertising, one might unfairly draw the 


conclusion that McCandlish held American poster design in 
slight disdain. Nothing could be farther from the truth. We 


ave proud of the great contribution American poster art has made to the world 


of commercial art. 4 But, and we say it quite optimistically, America can do 


better, without sacrificing one iota of commercial keenness. And that betterment 


posstbility lies largely in the realm of added beauty. Our urge is not concerned 


with making posters “arty”, but is wholly concerned with making high or low 


tension ideas more agreeable to take, less a one-sided flash from the manu- 


facturer, more and more a rewarding challenge to the heart and brain of the 


people we call consumers. Beauty pays dividends. | McCandlish lithographs 


posters and indoor display material. The entire McCandlish organization is 


dedicated to the task of faithful reproduction. It’s no secret that the finer the job 


entrusted to us to reproduce, the more joy we get out of reproducing it faithfully. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET « PHILADELPHIA 
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Walter Lowen 


PLACEMENT AGENCY 
7 


Established 1920 as headquarters for 
ADVERTISING PERSONNEL 


Office -:- Creative -:- Executive 
Resumes required before registration. 
Moderate placement service fee some- 
times paid or shared by the employer. 
420 Lexington Avenue 


New York 17, N. Y. 
LEX 2-8864 


The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” ‘Positions 


Wanted,” 


“Representatives Wanted,” 


and “Representatives Available,” 


50 cents a line, minimum charge $2. Figure bold face heads 25 letters 


and spaces per line; 


light bodyface 34 per line. Box numbers add two 


lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


HELP WANTED 


ACCOUNT EXECUTIVE WANTED 
Small recognized New York Agency, 
amply financed, congenially staffed, 
wants Account Executive. Our peo- 
ple know about this. Write fully, in 
confidence. 
Box 8338, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


HELP WANTED 


HELP WANTED 


PURCHASING AGENT 

with complete knowledge of print- 
ing production. Advertising agency 
experience preferred. Must know 
purchasing details and expediting 
of engravings, letter-press, and _ off- 
set printing. Responsible position 
with prominent cosmetic concern 
located in Chicago. Write full de- 
tails giving age, experience and 
salaries earned. All replies con- 
fidential. 

Box 8344, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations. 

185 N. Wabash Ave., Chicago 


CIRCULATION MANAGER 
For fast growing Southern Publish- 
ing Company. Must have business 
paper experience. Take complete 
charge of all circulation details 
Capable of doing field work also. 

Box 8340, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Agency, N. Michigan 
Ave. Chicago Secy.-Seno. Experi- 
enced in office details. Good oppor. 
for anyone with talent to develop 
into copywriting, layout and pro- 
duction. Give experience, salary. 
Box 8336, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


dence. 


BIG-TIME 
COPY WRITER 
WANTED 


If you write the kind of copy that sings and also 
sells . . . if you know how to use words but do 
your thinking first in terms of ideas ... if you 
are a seasoned, successful creative man with a 
proven record of achievement, capable of meet- 
ing and working with agency clients in the one 
and two million dollar spending class—there is 
the opportunity of a lifetime for you here in 
one of America’s better-known advertising agen- 
cies. Starting salary fully commensurate with 
‘ your ability. Please state complete qualifica- 
tions; your reply will be held in strict confi- 
Members of our staff know about this 
advertisement. Address 


Box 6539, Advertising Age 
100 E. Ohio St., Chicago, Tl. 


SPACE REPRESENTATIVE 
wanted by well-established lumber 
and building material trade paper. 
Excellent leads furnished. Commis- 
sion basis. 

Box 8337, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Merchandising & Advertising 

Opportunity 
Do not hesitate to answer this 
strictly confidential blind advertise- 
ment if you believe you qualify. Lo- 
cated in Chicago, we are leading 
manufacturers of a line of univer- 
sally consumed food products dis- 
tributed through jobbers, syndicates, 
chains, super markets, variety, de- 
partment and drug stores. We are 
looking for an able merchandising 
and promotional man in his thirties, 
versed with layout and copy, who 
with the aid of direct-by-mail dealer 
and jobber promotions and con- 
sumer advertising will help us 
maintain and accelerate the growth 
of our nation-wide business. This is 
both a creative merchandising and 
management job, one of grasping 
production needs, planning the sales 
solution and getting it executed. If 
you have a flair for good package 
styling so much the better. Write 
to the point in strictest confidence 
if you have these talents as well as 
a get-along-with-people personality. 
Box 8342, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


DISPLAY DESIGNER 
by large manufacturer—experienced 
on dealer helps and counter display. 
State experience and salary required. 
Box 8341, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Spaces Salesman 
Leading building industry publica- 
tion has opening for experienced ad- 
vertising salesman. Middle-Western 
territory with headquarters in Chi- 
cago. Compensation salary and ex- 
penses. Write briefly personal de- 
tails and early interview will be ar- 
ranged. 

Box 8352, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Business Service organization has 
opening for competent writer of 
manuals and film scripts for sales 
training. May be located in either 
Chicago or Detroit. Plenty of 
chance for advancement. State edu- 
cation, experience and required sal- 
ary. 
Box 8339, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


WANTED: | 


Man qualified to earn upward of $35,000 selling 
point-of-sale displays in CHICAGO AREA 


WE OFFER: 7op earnings « Best display de- 
sign staff in the country * Fast sketch service * Un- 
usually prompt deliveries x Unlimited media (litho, 


wood, plastic, etc.) . 


OUR MAN MUST SUPPLY: Proven 


ability in display or allied line x Ability to earn at 
least $35,000 at above average commission rate x 
Fine appearance and young (30 to 45) 


Display Corporation Milwaukee 


357 EAST ERIE =: 


MILWAUKEE 2, WIS. :; 


DALY 2333 


ADVERTISING 
EXECUTIVE 


with the “Know How” to secure 
accounts for old, established fully- 
recognized Advertising Agency. 
Offices in Chicago and St. Louis. 
Prefer man now operating his own 
agency who wants to give his 
clients better service. Money- 
making arrangement for man who 
can produce. 


Box 6537, Advertising Age 
100 E. Ohio St., Chicago 11, IU. 


EXPERIENCED 
WRITER 


Necessary successful back- 
ground in radio, advertising, or 
commercial films. Right man 
may elect employee basis or 
partnership with small invest- 
ment. A _ fast-growing young 
film organization that presents 
a real opportunity. 


Box 6538, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


Reader’s Digest seeks man 
to write Sales Copy 


The man who gets this job will get 
a good salary to start with and will 
have a great opportunity to become 
an important circulation executive on 
‘The Reader's Digest. He will work 
under and have the help of a sea- 
soned direct mail expert, who will 
coach him and help him to sell sub- 
scriptions in large quantities by mail 
for America's favorite magazine. He 
must have imagination and writing 
talent, and an understanding of how 
to use words to influence thinking that 
will produce sales. This requires abil- 
ity to hold a reader's interest and to 
create a powerful urge to order now. 
lf he is under 35, rather than over, 
that will help. We want a college 
graduate of good personality and with 
a good mind. Unless you know you 
can write exceptionally well, please 
do not answer. Nothing short of a 
writer who can demonstrate outstand- 
ing talent will be considered. Toss 
your modesty in the waste basket for 
the moment, and write a direct mail 
sales letter about yourself that will 
force us to give you an interview. 
Tells us your age, education, experi- 
ence and the salary you expect. If 
you have a spare snapshot of your- 
self, include that too. Your letter will 
be held in confidence if you so de- 
NOW write one of the best 
letters you ever composed to Promo- 
tion Dept. A-4, Reader's Digest, 
Pleasantville, New York. 


sire. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


INDUSTRIAL ADVERTISING MAN 
Real opportunity for. qualified World 
War II Veteran wishing to make in- 
dustrial advertising his life work. 
Nationally known manufacturer 
wants man about thirty-five years 
old for Advertising and Public Re- 
lations Department. Good chance 
for advancement as present head of 
department will retire within five 
years. Must have workin knowl- 
edge of fundamentals of industrial 
advertising gained through practical 
experience; enough public relations 
background to know what not to do; 
be familiar with the theory and 
advantages of various printing 
processes; be familiar with the 
sources of marketing information; 
and be able to give evidence of 
promising executive talent. Engi- 
neering college graduate preferred, 
but not imperative. If you can 
qualify, write giving age, experi- 
ence in detail including names of 
previous emlpoyers and length of 
service, family background. and 
marital status, education, religion, 
and salary range. All answers will 
be kept confidential. 
Box 83438, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES AVAILABLE 


9 Years Heavy Space Sales Experi- 
ence with one group of consumer 
and trade publications. Want to 
make a change. 

Box 8319, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


ADVERTISING MAN 
Thoroughly versed in national and 
retail advertising and merchandis- 
ing with agency and manufacturer’s 
experience. Fluid and flexible writer, 
good organization man with prac- 
tical background in sales promotion, 
production, systematic office detail. 
A profitable investment for an 
agency or a company looking for a 
hard-working productive adv. man- 
ager or top notch assistant who 
keeps a knowing and ingenious eye 
on expenses and returns. Best ref- 
erences from past and present em- 
ployers. Now earning $6,000. Chicago 
area only. 

Box 8313, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Young lady desires position with a 
New York Advertising Agency. Col- 
lege degree, knowledge of topog- 
raphy and reproduction. Capable of 
doing layouts, lettering and finished 
art. 

Box 8325, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ART DIRECTOR—10 yrs. exp. Pre- 
fer Industrial Agency or Mfr. 


Z 


Know layout-type-production—pur- 
chase of art, engravings and print- 
ing. 
Box 8345, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Rhyming copy straight off the cob? 
It won’t be if I do your job. 
Box 8346, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WORK HAPPY 
Account executive — Advertising 
Mer. Excellent standard of work. 
Resume gladly forwarded upon re- 
quest. 
Box 8347, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Export Advertising Specialist 
20 years export advertising experi- 
ence. Middle-West. Excellent con- 
nections. Actual, successful selling 
record. Available for advertising 
agency export dept., advertiser or 
representative for export publica- 
tions. 

Box 8348, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


AVAILABLE. Researcher. Several 
years of executive work with lead- 
ing food and drug firms and a major 
4A advertising agency. Specialist in 
the planning and conducting of mar- 
ket studies and consumer surveys. 
Box 8349, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Want copywriting with advertising 
agency. Experienced in film ad con- 
tinuity, general advertising, sales 
correspondence - promotion, newspa- 
per editing-reporting. 

Box 8350, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Copywriting-Sales Promotion 
Young lady considering change. Ver- 
satile, creative. Retail-mail order 


fashion and home furnishing expe- 
rience. Effective radio promotion 
ideas. Chgo 


Box 8329, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PUBLIC RELATIONS MAN 
10 yrs. N. Y., Washington, Chicago 
experience. Wishes association with 
Chicago firm. 
Box 8351, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 
Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 


Box 365-A, Hamilton, Ohio 
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Victor Records 
Get Stepped-up 
Promotion Push 


New YorK—Anticipating return 
of a buyers’ market in phono- 
graph records before too long— 
the market is felt to be softening 
somewhat already—RCA Victor is 
readying stepped-up promotion 
plans featuring, among other 
things, renewed stress on “His 
Master’s Voice” trademark. 

Consumer advertising already 
has re-introduced the trademark, 
which went into the background 
during the war years. Recent 
color copy in Collier’s, Life and 
The Saturday Evening Post told 
the story of Nipper, the dog lis- 
tening to the gramophone in the 
trademark, and quoted his en- 
dorsement of RCA Victor prod- 
ucts. 

Meanwhile, RCA Victor, as a 
special promotion, has issued two 
albums and three single records 
of Cole Porter tunes as a tie-in 
with the first showing Aug. 6 of 
Warner Brothers’ “Night and 
Day,” a film story of Cole Por- 
ter’s life, in 32 U. S. cities. 


Expands Facilities 


The anticipated total output of 
Victor records this year is a 
guarded figure, but the RCA Vic- 
tor division admittedly has spent 
$4 million this year on expansion 
of facilities, including a new plant 
in Hollywood whicka now is in 
production, and the volume will 
certainly far exceed last year’s 
60 million. One outside estimate 
has placed RCA Victor’s 1946 out- 
put at 130 million. 

Although labor and materials 
costs have-risen greatly, James W. 
Murray, vice-president in charge 
of RCA Victor record activities, 
told AA no change in retail prices 
is scheduled. 

Production of Vinylite platters 
will continue on a very limited 
basis for some time, he indicated. 
Thus far RCA Victor has released 
only four Vinylite albums. 


WJBO Switches to NBC; 
ABC Annexes WLCS 


WJBO, 5,000-watt broadcasting 
station owned by the Advocate 
and State Times, Baton Rouge, 
La., will sever affiliation with the 
ABC network on or abut Oct. 1 
to become an affiliate of NBC. 

WLCS, new 250-watter oper- 
ated by Air Waves, Inc., will move 
in as ABC’s outlet for the Baton 
Rouge area. 

NBC also around Oct. 1 will 
annex WEEK, new  1,000-watt 
station in Peoria, Il. 


Program Receives Award 


“Exploring the Unknown,” MBS 
Sunday night science-drama series 
produced .by Sherman H. Dryer, 
has been awarded a citation of 
merit as “America’s number one 
science program,” by Picture 
News. The series, which began 
last December, recently received 
a similar award from the Busi- 
ness School of the City College 
of New York. A cartoon digest 
of “Exploring the Unknown’s” 
dramatic stories of science will 
appear next month in Picture 
News, 


Launches Staze Drive 


Staze, Inc., New York, has 
launched a campaign in Canadian 
dailies and business papers for 
Staze, denture adhesive. National 
magazines will also be used and 
nine stations will carry programs 
and announcements beginning in 


September. Raymond Spector 
Company, New York, is the 
agency. 

Heads Arrow Sales 


Phil Grant, account executive 
and merchandising consultant for 
S. R. Leon Advertising Agency, 
New York, and formerly with 
Newell-Emmett Company, will 
join Arrow Decorating & Fixture 
Company, Philadelphia, as sales 
manager, effective Aug. 12. 
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1 por 


NEW PRODUCT—Standard Brands is 
using this copy in test markets in north- 
ern New York and Massachusetts to 
introduce its new contender .in the 
soluble coffee race, Instant Chase & 


Sanborn. J. Walter Thompson is the 


agency. 


Standard Brands 
Markets Instant 
Chase & Sanborn 


NEw YorkK—As the instant cof- 
fee market expands into a sizable 
segment of total coffee sales, 
Standard Brands has launched a 
market test for Instant Chase & 
Sanborn in northern New York 
and Massachusetts. 

Advertising during the test pe- 
riod uses newspaper copy in Bing- 
hamton, Utica, Syracuse, Roches- 
ter, Pittsfield and other cities, and 
“cut-ins” on the Alec Templeton 
program on NBC, Sundays. The 
copy capitalizes on tne promotion 
of other instant coffees, which has 
invariably stressed the conveni- 
ence feature, and goes on from 
there to emphasize the slogan 
“flavor-fast,” apparently taking it 
for granted that the “instant” fea- 
ture is sufficiently established. 

The new product is a soluble 
coffee with dextrine, maltose and 
dextrose added. The ad says that 
“Chase & Sanborn employs a 
process that locks in the flavor. 
This makes the new Instant Chase 
& Sanborn taste as if it had just 
come from the coffee roaster!” 


6% of Market 


Distribution is limited to the 
test area at present, but Stand- 
ard Brands plans to expand to a 
national basis as soon as practi- 
cable because of the increasing 
competition to be expected from 
other brands now on a national 
basis. J. Walter Thompson Com- 
pany is the agency. 

Soluble coffees, both of the 
“pure coffee” find “coffee mixture” 
type, are being vigorously pro- 
moted by a score of makers, and 
their share of the total coffee 
market is reported to have 
reached a new high of about 6% 
of total volume. Trade sources, 
however, still believe that there is 
so little difference between heat- 
ing water for the addition of a 
soluble, and making coffee from 
the ground bean, that the soluble 
product can never hope to cap- 
ture an important segment of the 
market. 


Reopens Arms Division 

Colt’s Patent Fire Arms Mfg. 
Company, Hartford, has reopened 
its arms division, which has been 
closed since the end of the war. 
The division is expected to be 
back in normal operations by next 
spring. Colt .22 caliber Woods- 
man, Colt .32 (an automatic pis- 
tol and revolver), Colt .38 (po- 
lice sidearm), and Colt .45 will be 
made. 


Coleman Leaves ATF 


James A. Coleman, secretary 
and treasurer of American Type 
Founders, Inc., Elizabeth, N. J., 
has retired after 40 years with 
the company. He will continue 
as a director. 


National Shoe Brands 
Double Retail Linage 


Advertising of national shoe 
brands in retail linage increased 
97% in the first six months of 
this year, a survey for Fairchild 
Publications by Advertising 
Checking Bureau reveals. The 10 
leading brands of women’s shoes 
increased 62%, according to the 
index. 

A total of 31,294 ads featuring 
1,179 brands were published in 
daily newspapers in cities of more 
than 100,000, with a total linage 
of more than nine million as 
against 5.6 million for the pre- 
ceding six months. Among the 
leaders, Sandler of Boston, Gold 
Cross and I. Miller headed the in- 
dex with 569,041; 403,562 and 
364,642 lines of retail advertising, 
respectively. 


Develops FM Modulator 


Raytheon Mfg. Company, New 
York, disclosed last week that all 
of its FM transmitters now are 
being equipped with a new type 
of frequency modulator, called a 
Cascade Phase Shifter, which im- 
proves and simplifies operation. 
Direct crystal control of the car- 
rier frequency is obtained by 
means of a single low frequency 
crystal, resulting in an extremely 
low degree of noise and distor- 
tion. 


Opens Art Studio 


Tom Sanders Jr., formerly art 
and advertising director of the At- 
lanta Paper Company, Atlanta, 
has formed his own company, Tom 
Sanders Jr. & Associates at 2802 
Alpine Rd., Atlanta, to operate as 
an advertising art studio and to 
handle novelties and specialties. 
Marion P. Rivers, recently re- 
leased from the Navy, has been 
appointed sales manager. 


Chicago Agency 
Uses Own Plane 
in Field Research 


CuHIcAGco—To streamline its re- 
search facilities, Sherman & Mar- 
quette has taken to the air. With 
a Stinson single-engine mono- 
plane, Jim Meigs, former Army 
transport pilot, is covering the 
agency’s test market areas for 
such clients as Colgate-Palmolive- 
Peet, Quaker Oats Company, 
Sterling Drug and others. 

With a new twin-engine Beech- 
craft, which the agency expects 
to receive shortly, agency execu- 
tives will be able to offer clients 
quicker service by _ shortening 
travel time between major market 
points where their services may be 
needed. 

The agency is currently plan- 
ning for its Stinson an operating 
expenditure of about $18 an hour 
for over-all cost, including de- 
preciation and insurance, as well 
as direct operating expenses. 


Tatf Joins Dorset 


Roy Taff, recently account ex- 
ecutive at Kenyon-Baker Com- 
pany, Newark, and formerly with 
the advertising department of 
Sunshine Biscuits, Inc., recently 
joined Dorset Foods Ltd., Long 
Island City, as coordinator of the 
company’s advertising and pub- 
licity campaigns. 


Molart Joins Everling 


Jacqueline Molart, formerly in 
the advertising department of the 
Selas Corporation, Philadelphia, 
has joined Lawrence I. Everling, 
Inc., Philadelphia agency. 


Joins Artography 

Joseph Cesare, formerly of Hill 
Advertising, Inc., New York, as 
executive vice-president in charge 
of production and media, has 
joined Artography, Inc., New 
York, as an executive. 
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Leslie Spencer Changes 


Leslie V. Spencer has resigned 
as an account executive with Mc- 
Cann-Erickson to become vice- 
president and account executive 
with Bermingham, Castleman & 


Pierce, New York agency. 


WWL 


NEW ORLEANS 
shouts its shows in 


throughout the year 


Newspaper Advertisements 


ST snow i tOer 
me ER WW women 


The Greatest Selling Power 
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in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 


AD-SETTING - 


EVERYTHING UNDER ONE ROOF 


FAITHORN 


CORPORATION 


ENGRAVING - 
400 N. RUSH STREET, CHICAGO 11 + WHITEHALL 2300 


COMPLETE TIME-SAVING SERVICE-UNDER ONE ROOF 


TO TASTE THE SWEET SATISFACTION...of Faithorn 3-in-1 Service is to want 
more, once you try it. It’s the straight-line, straight-through route that places 
your every job in expert hands and expert minds... under a single, coordi- 
nated control, from first to final step. 


No hop-and-stop, here for engravings, there for typography and yet another 
place for presswork. That method slows you up; and, war or peace, time 
saved means money to you; means mailing schedules and publication 
: deadlines met; means energy conserved, ternper unstrained. So, Faithorn 
B puts Engraving, Typesetting and Printing—all in one place, easy to find, 
easy to follow, easy to check. It makes your job easier. 


The proof of what Faithorn 3-in-1 Service means to advertisers and their 
_... production heads, is in one job (any job) done by this full-speed-ahead 
3 method. If you've really tested it, you know. If you haven't, the experience 
will bea revelation to you. 


; © 
FAITHORN 3-in-] Service is iy FAITHORN is the only concern 
the shortest; straightest, smooth- =F, in Chicago that offers this coM- 
est distance between the start Ay PLETE SERVICE...a definite saving 
and completion of your jobs. Gi \\ of TIME, TROUBLE and MONEY. 
_ PRINTING 


PRINTING 


ONE CONTACT IS ENOUGH 
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NBC Launches 
Heavy Promotion 
for ‘Star Parade’ 


NEw YorK—National Broad- 
casting Company launched its 
fifth annual Parade of Stars pro- 


motion July 25 with a closed-cir- 
cuit program on which Niles 
Trammell, president, warned the 
network’s 158 affiliated stations 
against “the danger of compla- 
cency” and pointed out that “we 
are entering a new season in 
which there will be keen compe- 
tition among various media for 


‘THE VOICE OF THE SERVICE MAN’? 
Offers You 


The Largest Paid 
Circulation in the 
Automotive Industry 


NEW YORK CHICAGO 
1501 Broadway 141 W. Jackson Bivd. 
Tom F, Langan Frank X. Finn 
aa DETROIT 2 LOS ANGELES 
6432 Cass Ave. 403 W. Eighth St. 
—_ J. C. Ely R. H. Deibler 
" #30. CINCINNATI. . . 22 East 12th St, 


PUBLICATION OFFICES 


each advertising dollar.” 

The network, it was reported, 
is preparing a magazine adver- 
tising campaign to augment heavy 
promotion among affiliates as a 
buildup for two “cavalcade-type” 
network broadcasts in which most 
of NBC’s stars will appear in cap- 
sule versions of their shows. The 
first will be aired Sunday, Oct. 
13, from 4 to 6 p.m. EDT, the sec- 
ond on Monday, Oct. 14, from 
10:30 to midnight. 

Promotion material, now reach- 
ing affiliates by air mail, includes 
transparent plexiglas “bandboxes” 
for displaying network program 
kits, a booklet entitled ‘Notes to 
a Promotion Manager” and half- 
hour recorded programs for local 
promotion. 


‘Yachting’ Ups Rates; 
Names Wilson, Haight 


Yachting, monthly magazine, 
which has appointed Wilson, 
Haight & Welch, New York, to 
handle advertising and promotion, 
announces increased rates effec- 
tive with the Oct. 1 issue. Full 
page black-and-white rate goes 
from $375 to $485; four-color from 
$575 to $675. Circulation rate 
base goes from 25,000 to 35,000, 
and with the June issue of the 
magazine has already climbed to 
37,960. 


Names C. R. Bennett 


C. Ralph Bennett, formerly a 
supervisor of creative activity for 
McCann-Erickson, New York, has 
joined Street & Smith Publica- 
tions, New York, as director of 
promotion. 


Plan Annual Adcratfest 


The annual Adcrafest of the Ad- 
craft Club of Detroit will be held 
Aug. 21 at the Lakewood Golf and 
Country Club on Lake St. Claire. 


‘Fifty Direct 
Mail Leaders’ 
Contest Opens 


NEw YorK — Howard Korman 
of McCann-Erickson, president of 
the Direct Mail Advertising Asso- 
ciation, has announced the open- 
ing of the 1946 “Fifty Direct Mail 
Leaders” contest. 

The contest is open to users 
(buyers of advertising), producers 
(advertising agencies, printers, 
etc.), and suppliers (paper, en- 
velope, equipment manufacturers). 
Direct advertising material pro- 
duced and used between Sept. 1, 
1945, and Aug. 31, 1946, is eli- 
gible. 

Ten plaque awards for special 


/'merit will be made in these clas- 


sifications: color, consumer pro- 
motion, dealer education, effective 
letters, house organs, industrial 
promotion, mail order, producer 
promotion, showmanship, and sup- 
plier promotion. 

Henry Obermeyer, Consolidated 
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Edison Company of New York, is 
chairman of the judges, and 
Charles B. Konselman, A. & M. 
Karagheusian, Inc., New York, 
general chairman of the contest. 

Inquiries should be sent to the 
DMAA headquarters, 17 E. 42nd 
St., New York 17. ‘ 


English Paper Fined 
for Excess Advertising 


United Press reported in a dis- 
patch from Surrey, Eng., that the 
publisher of the weekly Richmond 
and Twickenham Times was fined 
$7,888 recently for violating a 
Board of Trade regulation limit- 
ing advertising to 55% of the 
paper’s total space. The fine 
equalled the revenue collected 
from excess advertising on three 
occasions between June, 1945, and 
March, 1946. 


Executives Move 


Allegheny Ludlum Steel Cor- 
poration has moved its executive 
offices to the Henry W. Oliver 
building, Pittsburgh 22. The gen- 
eral offices will remain in Brack- 
enridge, Pa. 


Tht Wichita Grey 


Way back in ‘41, the upswing started, 


and sales went booming, too. One 
spurt doesn’t make a market, but a 
steady, five-year boom sure does. 
Wichita’s record of industrial recon- 
version is unequalled, and so is this 


market's reaction 


to good, consistent 


advertising — — especially if it comes 
from “That Selling Station in Wichita.” 


CBS .. 


- 5000 WATTS DAY AND NIGHT .. 
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THAT SOLID SECTION OF 
KANSAS’ RICHEST MARKET rag 
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Small Forecasts 
Record Production 
in Next 6 Months 


WASHINGTON—Foreseeing only a 
few clouds on the industrial hori- 
zon, Civilian Production Admin- 
istrator John D. Small Tuesday 
predicted a “tremendous, record” 
production of civilian goods in the 
next six months. 

“I am very hopeful that we will 
get the period of steady produc- 
tion that we need so badly” and 
“we should be over the worst of 
our difficulties’ in five or six 
months, Mr. Small said in re- 
vealing a new postwar peak in 
industrial production in June. He 
made the picture even rosier by 
reporting préliminary figures in- 
dicating July output went up an- 
other 3% and equaled the previ- 
ous peacetime record set in De- 
cember, 1941. 

June figures showed washing 
machine, radio, gas range and 
vacuum cleaner output above May 
production and ahead of prewar 
monthly records. Some _ slumps 
developed, including an 11% drop 
in automobile assemblies and a 
10% drop in tire output, but these 
were not enough to offset the gen- 
eral rise. 


Warns of Labor Shortage 


Most serious problem facing in- 
dustry, Mr. Small warned, 


| gust. 
'000 casings in June, against 5,- 
/800,000 in May. Shoe production 
is al 
shortage of labor, which by the. 
end of the year may be “an im-| 


Right now, he said, the “depleted” 
labor pool amounts to less than 4,- 
000,000 workers. He added that 
there probably must be more 
overtime work. 

He also warned industry and 
labor to boost productivity with- 
out increasing costs of items made. 
Otherwise, he asserted, prices will 
rise further. He took sharp issue 
with groups advocating relaxation 
of price controls to boost produc- 
tion. Rising prices would not bring 
a flood of goods to the market, he 
declared. “The economy is too 
close to full production to allow a 
significant over-all increase in 
output except through increased 
man-hour productivity.” 

He sugar-coated this, however, 
by praising producers of finished 
goods for their “commendable re- 
straint” in the July price holiday 
period and for resisting the temp- 
tation to withhold goods from sale 
in anticipation of higher prices. 


Reveals Production Peaks 


Mr. Small’s report on June pro- 
duction showed a big increase in 
building materials, especially lum- 
ber, although lumber shortages 
still hold furniture production 
well below 1941 levels. New con- 
struction rose 11%, although hous- 
ing gained somewhat less. 

Automobile output totaled 142,- 
000 cars in June, 11,000 fewer than 
in May,-but July production should 
exceed May levels and record 
heights should be reached in Au- 
Tire output totaled 5,200- 


and farm equipment output de- 
clined also. 
Other June figures show pro- 


portant limiting factor in produc- duction of 210,000 refrigerators, 


tion.” 


June and that, as production is 


He pointed out that 57,-|/up 7% but still 32% below the 
000,000 persons were employed in| 1940-1941 


prewar rate; 193,000 
washing machines, 4% over May 


now rising, another 4,000,000 must’ and 22% above prewar; 1,378,000 


be added in the next few months. 


‘radios, 


16% over May and well 


No advertising campaign in India can fulfill 
ite purpose unless the great Upper and 
Northern areas are covered as adequately as 
And in these 
areas, which comprise the capital city Delhi, 
the Punjab, North-West Frontier Province, 
the United Provinces of Agra and Oudh, as 
well as the whole of Rajputana and parts of 
Central India and the Central Provinces, 
The Hindustan Times (in English) and its 
counterpart Hindustan (in Hindi) are 
widely read by the middle and upper classes. 
Their strong Nationalist policy, up-to-the- 
minute news service and high standard of 
production make a ready appeal to a public 
with a substantial and increasing potential 


their importance deserves. 


for the purchase of advertised goods. 


Rates, specimens and full particulars from: 


THE HINDUSTAN TIMES, LTD. 


2/3, SALISBURY COURT, FLEET STREET, LONDON. E. C. 4. 
Cables—Hintimes London 


Note: Hindi is the most 
widely spoken language in 
Upper, Central and North- 
ern India. Hindustan is pub- 
lished in Hindi, and is by 
far the most popular Hindi 
daily in India. 


above prewar; 177,000 vacuum 
cleaners, above May and prewar; 
27,000 sewing machines, 13% be- 
low May and 60% of the prewar 
average; 46,000 electric ranges, 
well over May figures and at the 
prewar peak, and 141,000 gas 
ranges, slightly above May and 
above the 1939 average. 


Plans Dallas Office 


Time, Inc., New York, plans to 
open an editorial and business of- 
fice in Dallas for Fortune, Life 
and Time. Advance men on the 
scene now include Don Morris, 
former Chicago Life correspon- 
dent, and Robert Moriarty, Life 
merchandising representative. Hol- 
land McCombs, Time’s San An- 
tonio bureau head, will be trans- 
ferred to Dallas later. 


Joins ‘Dispatch-Herald’ 

D. P. Self, for the last two 
years advertising director of the 
Daily Mail, Charleston, W. Va., 
has resigned to join the Dispatch- 
Herald, Erie, Pa., in the same ca- 
pacity. 


Smith, Mooney 
Head Argentine 


Consumer Survey 


NEw YorK—Everett R. Smith, 
director of research for Macfad- 
den Publications, will act as con- 
sultant and administrator of the 
Export Advertising Association’s 
consumer study in Buenos Aires, 
it was announced this week. G. 
Allen Reeder, advertising and re- 
search director of Carstairs Dis- 
tillers Corporation, and chairman 
of the association’s research com- 
mittee, said that while Mr. Smith 
will coordinate the survey, the ac- 
tual field work will be under the 
supervision of Harold L. Mooney, 
who will leave for Buenos Aires 
the latter part of August. 

Mr. Mooney, who has been di- 
rector of research for several ad- 
vertising agencies, notably War- 
wick & Legler, Maxon, and Gard- 
ner Advertising Company, has 
been active in marketing since his 
graduation from Syracuse Uni- 
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versity in 1928. Mr. Smith is 
chairman of the committee on 
marketing research techniques of 
the American Marketing Associa- 
tion. 

The projected study is the first 
attempt to apply American re- 
search methods to a foreign mar- 
ket, and contemplates intensive 
testing of techniques before the 
basic consumer study is made 
(AA, July 8). 


Buys Pathe Division; 
Handles Radiant Item 


The Bell & Howell Company, 
Chicago, has acquired the physi- 
cal assets and patents of the Mi- 
crofilm division of Pathe Mfg. 
Company, New York, a subsidiary 
of Pathe Industries. The com- 
plete division has been organized 
at Bell & Howell’s Lincolnwodéd 
plants. F. L. Rogers has been 
appointed to direct sales and serv- 
ice operations. 

In addition, Bell & Howell has 
been named distributor of the 
Radiant projection screens made 
by the Radiant Mfg. Corporation, 
Chicago. 


pecializing or 


... complete production of sound motion 
picture films . . for industry and education 


... recording studio, editing and laboratory 
facilities..for other film producers and 
photographic departments of other industries 


... superior 16mm duplicates with or without 
optical effects . . black and white or color 


... full information upon request 
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WI AN Nam + generally available through stores 
N ae Forjoe 'sliced turkey and dressing with 


WLAN, new 1,000-watt station | gravy. Turkey meals including 


in Lancaster, Pa., which went ON two vegetables have previously 
the air Aug. 1 at 1320 kilocycles, peen distributed for airline serv- 
has appointed Forjoe & Co. as its | ice 

national representative. | } 


Maxson Markets Turkey KVOL Names McGillvra 


Maxson Food Systems, Inc.,| KVOL, NBC outlet for Lafay- 
New York, which recently offered | ette, La., has appointed Joseph 
for consumer consumption frozen | Hershey McGillvra, Inc., as na- 
French Fried potatoes, is making‘ tional representative. 


Sales on 


Michigan's great tourist 
business and farm shop- 
ping-center purchases. 
keep sales of all types of 
products on an even keel 
in the great Michigan 
Non-Metropolitan mar- 
ket. 


The bulk of this great market can be blanketed for your product 
by the 21 daily newspapers of the 


MICHIGAN LEAGUE of HOME DAILIES 


home town papers that are read by the whole family in the 
leisure of their home. 


For full information on your opportu- 
nities in the Michigan Non-Metropolitan 
market, contact 


SCHEERER & CO. 


35 E. Wacker Drive, Chicago 1 
441 Lexington Ave., New York 17 


Half of Major 
Accounts Changed 
in Five Years 


(Continued from Page 1) 
figures of course are gross totals. 
Three large agencies serve 10 or 
more of the advertisers in this 
group. This exclusive list em- 
braces Batten, Barton, Durstine 
& Osborn, J. Walter Thompson, 
and Young & Rubicam. 


Some Have More Agencies 


Thirty-five of the advertisers 
now employ more agencies than 
they did in 1941, 19 employ 
fewer, and 69 the same number. 
The greatest increase in this. pe- 
riod was’ by American Home 
Products, from one to 16 agen- 
cies, due primarily to wartime ac- 
quisition of other companies. The 
greatest decrease was by Wm. 
Wrigley Jr. Company, from 10 
to four, due to reduced selling ef- 
forts caused by materials short- 
ages. 

Forty-five advertisers—or 
slightly more than one-third of 
the total—made no agency 
changes, and six others “shifted” 
only because the name of_ its 
agency was changed. 

The wartime period saw com- 
plete -rearrangement of the 
agency setups of certain major 
advertisers. Chrysler Corporation, 
for example, increased the num- 
ber of its agencies from four to 
five, but in the process added N. 
W. Ayer & Son, Batten, Barton, 
Durstine & Osborn, and McCann- 
Erickson, and dropped Lee An- 
derson and J. Stirling Getchell. 
Ross Roy, Inc., and Ruthrauff & 
Ryan survived, 

Ford, on the_ other hand, 
dropped McCann-Erickson and 
Maxon and added Kenyon & Eck- 
hardt and J. Walter Thompson. 
(Maxon, however, continues to do 
a substantial part of Ford dealer 
advertising.) General Motors ex- 
panded its agency list from eight 
to 10, but with no changes on its 
major accounts. 


Swift Uses Three 


Among the meat packers, Cud- 
ahy reduced its agency list from 


three to one—placing the entire 


account with a newcomer, Grant 


Advertising. Armour stayed put 
with Lord & Thomas, after its 
transition into Foote, Cone & 
Belding, but Swift & Co. increased 
from two to three, dropping one 
and adding two. Swift’s present 
agencies are McCann-Erickson, 
Needham, Louis & Brorby, and J. 
Walter Thompson, which has 
served this account for more than 
a half century. 
The members 


of soap’s Big 


| Three also adopted varying poli- 
| cies. Colgate-Palmolive-Peet in- 
creased from three to four agen- 
cies, dropping Ward Wheelock 
but adding William Esty and Leon 
Livingston agencies. Lever Bros. 
reduced from six to four, drop- 
ping BBDO and Esty. Procter & 
Gamble, however, added three for 
a present total of seven—the new- 
comers being Benton & Bowles, 
Biow Company, and Kastor, Far- 
rell, Chesley & Clifford. Jergens 
stayed with Lennen & Mitchell, 
but Manhattan Soap moved from 
Franklin Bruck to Duane Jones. 


GF Adds One 


General Foods added Foote, 
Cone & Belding to its long estab- 
lished Benton & Bowles-Young & 
Rubicam team, but General Mills 
made no essential changes. Na- 
tional Biscuit and Quaker Oats 
each dropped one agency; Ral- 
ston-Purina was unchanged, and 
Pillsbury added one. The bulk 
of Kellogg’s advertising was moved 
from Thompson to Kenyon & Eck- 
hardt, and Ayer went back into 
the Kellogg picture. 

While Goodrich reduced from 
four to two, Goodyear exactly re- 
versed the process, from two to 
four, while Firestone and U. S. 
Rubber stayed put, with two and 
one each. 

Although the bulk of its ac- 
count remains with Y&R, Borden 
now lists four agencies. One ad- 
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dition is Kenyon & Eckhardt for 
instant coffee. Carnation Com- 
pany continued to concentrate 
with Erwin, Wasey, while Na- 
tional Dairy brought its list to 
four, with the addition of Ayer. 

Coca-Cola remained with 
D’Arcy, but Pepsi-Cola reen- 
forced Newell-Emmett with Y&R, 
for Evervess, and Seven Up 
switched from Y&R to Thompson. 

Although Liggett & Myers and 
Reynolds continued, respectively, 
with Newell-Emmett and Esty, all 
other members of tobacco’s lead- 
ing six made changes. American 
supplemented Foote, Cone & Beld- 
ing with Ruthrauff & Ryan; 
Brown & Williamson added Ted 
Bates to BBDO and Russel M. 
Seeds, and Philip Morris added 
Albert Woodley and Cecil & Pres- 
brey to Biow Company. Lorillard, 
meanwhile, dropped Thompson 
and concentrated again with Len- 
nen & Mitchell. 


Distillers Are Tops 


With their business multiplying 
on acquisition of other liquor as 
well as wine and other alcoholic 
beverage interests, the four lead- 
ers of the distilling industry now 
employ more agencies, probably, 
than the topnotchers of any other 
industry. National doubled its list, 
from four to eight. Schenley re- 
duced from nine to seven. Sea- 
gram was unchanged at seven, 
and Hiram Walker-Gooderham & 
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Worts now has five. The last list 
is larger than five years ago, due 
to acquisition of other companies. 
Continental and Glenmore were 
unchanged. 

The _ principal Bristol-Myers 
change was Doherty, Clifford & 
Shenfield supplanting Pedlar & 
Ryan. Carter Products moved a 
big part of its account from Street 
& Finney to Ted Bates. Donahue 
& Coe and William H. Weintraub 
got some Grove business, while 
Seeds continued to hold the bulk 
of it. Hudnut switched from B&B 
to K&E, with G. Lynn Sumner 
continuing. 

Johnson & Johnson expanded 
its list from three to five, with 
the addition of Ayer and Weiss 
& Geller. Lehn & Fink dropped 
Esty and Ayer, and picked up 
Federal, Grey and McCann-Erick- 
son. Lennen & Mitchell held on 
to its part of L&F. Lewis & Howe 
dropped Stack-Goble and added 
Olian of St. Louis and Roche, Wil- 
liams & Cleary. Miles Labora- 
tories added Pedlar & Ryan to 
Wade. Revlon switched from Ab- 


bott Kimball to McCann-Erickson, 
and Serutan from Raymond Spec- 
tor to Roy S. Durstine. Lady Es- 
ther moved from Pedlar & Ryan 
to Biow. 


Squibb May Shift 


E. R. Squibb & Sons, which has 
made no agency changes in five 
years, recently asked its three 
agencies—BBDO, Geyer, Cornell 
& Newell, and William Douglas 
McAdams, for presentations on 
proposed shifting of accounts 
“within the family.” 

Sterling Drug’s setup is largely 
unchanged, with five agencies. 
Vick’s acquired products, such as 
Prince Matchabelli, Seaforth toi- 
letries and Vitamins Plus, are now 
all advertised with Vick products 


through Morse International. Zo- 
nite has dropped two agencies and 
Erwin, Wasey now handles the 
/entire account. 

| Most leading oil advertisers— 
| Gulf, Shell, Sinclair, Standard of 
|New Jersey, Sunoco and Texaco— 
/made few if any changes. Socony- 
| Vacuum, however, the largest of 
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In Burma, small boys are picked for courage 


and intelligence and taught to work elephants. 


At 14 they are 


experts . . . mahouts. In 


advertising, too, creation or production . . . the 


best work is done by specialists who train to 


do one job superlatively. Veritone* is 


produced by craftsmen trained 


in special techniques . . . and is bought 


by buyers who refuse to compromise with quality. 


C.M.&H. Offset Printing Co.-» WHitehall 5957 


63 WEST GRAND AVENUE, CHICAGO 10 


ADVANCED 
OF OFFSET REP 


‘Sales Group Elects 


/and Jessie McMullen, secretary. 


— Promoted 


has had no peers for fifty years 


4956.01 


DISTRIBUTED BY >- 
SCHENLEY DISTILLERS CORPORATION 
NEW YORK, N. Y. 


BLENDED WHISKEY 
85 PROOF 


THE STRAIGHT WHISKIES IN THIS PRODUCT ARE 
5S YEARS OR MORE OLD. 25% STRAIGHT 


WHISKEY, 75% AMERICAN POTATO NEUTRAL 

SPIRITS. 1755% STRAIGHT WHISKEY 5 YEARS 

OLD. 755% STRAIGHT WHISKEY 
6 YEARS OLD. 


SPUD SPIRITS—Schenley Distillers 

Corp. is now using alcohol made from 

potatoes in some of its blends. This 

label on Golden Wedding states that 

the product contains "75% American 
potato neutral spirits." 


all, shifted from Getchell 
Compton Advertising. 

Newcomers in General Electric’s 
list of eight agencies are Benton 
& Bowles and Young & Rubicam. 
Philco stayed put with Hutchins, 
but RCA, after several changes 
from the former Lord & Thomas, 
settled down chiefly with J. Wal- 
ter Thompson. McCann-Erickson 
entered the Westinghouse picture, 
but Fuller & Smith & Ross and 
Ketchum, MacLeod & Grove con- 
tinue to handle a large part of 
this account. 

The Can Manufacturers Insti- 
tute became not only a new but a 
more-than-$1 million advertiser 
in this period, through Benton & 
Bowles. So did the Reader’s Di- 
gest, through BBDO. Celanese 
Corporation, which formerly 
placed its advertising direct, in 
recent years has been going at a 
$1.5 million clip through Y&R and 
Ivey & Ellington. 

Two other more-than-$1 million 
publication advertisers — Curtis 
and Esquire, Inc.—made several 
agency shifts in this period. Cur- 
tis last year spent more than $2 
million through Ayer, BBDO, 
Lamb, Smith & Keen, and Lewis 
& Gilman, and Esquire now ad- 
vertises through Burnet-Kuhn and 
Schwimmer & Scott. 

Among the “straight shifts” of 
the last five years were B. T. 
Babbitt from Maxon to Duane 
Jones; Pabst Brewing from Lord 
& Thomas to Warwick & Legler, 
and Parker Pen from Blackett- 
Sample-Hummert to J. Walter 
Thompson. 


to 


Robert E. McGill, sales manager 
of Aluminum Industries, Inc., Cin- 
cinnati, has been elected president 
of the Cincinnati Sales Executive 
Group. Other officers elected are 
E. C. Bolton, district manager of 
Cutler - Hammer Company, vice- 
president; Jack H. Price, vice- 
president of Cabin Creek Consoli- 
dated Sales Company, treasurer, 


The New Rexbilt Leather Goods 


Hawkins Joins Bayard 

Beth Hawkins, formerly adver- 
tising manager of Mid-co Tool & 
Supply Company of Oklahoma 
City, has joined Jere Bayard & 
Associates, Los Angeles, as ac- 
count executive, specializing in 
industrial accounts. 


Video Poll Reported 

Nearly 75% of the women and 
65% of the men in the U. S. have 
yet to see television, according 
to a survey conducted by Science 
Illustrated. Findings are being 
published in the August issue. 
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Pipes by Lee Appoints 

Pipes by Lee, Inc., New York, 
has appointed Donahue & Coe, 
New York. This new line of pipes 
is currently being introduced in a 
national magazine campaign of 
color pages. 


Airline Names Andrews 


John Paul Andrews, former ex- 
ecutive editor of Air News, New 
York, has been appointed director 
of publicity and advertising for 
Chicago & Southern Air Lines, 
Memphis. 


New folder discusses Construction, Materials and Tesetment, 


with examples of each. Handy to have when you are planning 
a catalog job. Write for a copy on your own letterhead. 


BEAVERITE PRODUCTS, INC 


x 35 DE WITT STREET, BEAVER FALLS, NEW YORK é 


Catalog Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX Artificial 
Leather. and Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings 7 


o 


./18-BP-2 ~ 


'Corporation, New York, has pro-| 


'moted Lt. Col. Raphael Dubrowin 
‘from merchandise manager to 
vice-president in charge of adver- 
tising. 


| estatemnencenseneie 
| Adds Rochester Paper 


| This Week Magazine, New York, 
|/has added the Democrat & Chron- 
icle, Rochester, N. Y., to its list of 
| distributing newspapers, effective 
Oct. 6. This brings its member 
newspapers to a total of 24 and 
its circulation to 8,281,339. 


Linotype Strike Settled 


The 20-week CIO strike which, 
since March 1, has kept the plant 
and offices of the Mergenthaler 


|'Linotype Company, Brooklyn, | 


closed, has been settled. Manu- 
facturing operations were re- 
sumed on July 29. 


| 
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547 SO. CLARK ST., CHICAGO 5, ILLINOIS 
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ALTHOUGH you can’t prove reading habits by statistics, 
it’s.a survey-stated fact that 35,350 FORTUNE subscribers 
spend five or more hours on each issue, and 105,000 read 
FORTUNE during four sittings or more. That’s one ex- 
planation of why 94.7% of FORTUNE’s 210,000 subscribers 
regularly read the ads. The other reason is that our ad- 
vertisers and their agencies have made 
FORTUNE'S advertising pages the most 

effective in U.S. publishing today — 

witness these random headlines 


from the August issue. 


x * * 


FORTUNE commands the attention 
of the men who command U. S. 
Industry, and a valuable share 
of that attention belongs to 


Fortune 


WHERE INDUSTRY’S 
BEST BUYERS READ 
ADVERTISING’S 

BEST SELLERS 


Adv 
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500,000 REQUESTS—A series of four-color Sweetose ads offering a recipe Newsweek, The New Yorker and Time. h Sew Yeik. te. Qeaciead 
booklet, of which this is one, has already produced nearly 500,000 requests Royal & DeGuzman, New York, is the a ee ee Se ee © ee 
for A. E. Staley Mfg. Company. The ads, prepared by Hill Blackett & Co., agency. 


run in American Home, Better Homes & Gardens, Capper's Farmer, Country 
Gentleman, Farm Journal, Good Housekeeping, Holland's Magazine, Household, 
McCall's, Pathfinder, Successful Farming, Southern Agriculturist, and Woman's a, 

Home Companion. 3 Radiote ephonk Reporter 


KID STUFF—Sylvania Industrial Corp., 
New York, offers this candy box as a 
packaging suggestion for candy manu- 
facturers' use as a sales-building item, 
adaptable to automatic machine wrap- 
ping. Designed for the tot trade, the 
toy combines hard candy, education 
and a play wagon in a learn-while-you- 
eat package. J. M. Mathes, Inc., New 
York, is Sylvania's agency. 


REPORTER—This two-way communication "radiotelephone reporter" car, en- 
abling St. Louis Globe Democrat news men to reach the city desk by using a 
phone under the dashboard, began operation July 22. The 1946 Plymouth 
station wagon has transmitting and receiving equipment mounted in the rear 
of the car, out of passengers’ way. 


TELEVISION MINIATURES—Walton Butterfield, right, explains the use of 
specially-built miniature settings for a television show written and produced by 
H. B. Humphrey Co., Boston, for its client, Wellington Sears Co., maker of 
Martex towels. The device permitted five complete scene changes in as 
many minutes during the recent 75th anniversary program of Kaufmann's 
Department Store, Pittsburgh. Margery Selleck is behind the scenes, and 
H. K. Kimberly, left, of Carnegie Tech's drama department, was local producer. 
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[SMRNSIUP BRONG AMERICAN BOYS 


WINNER—Alfred D. McKelvy Co., New York, was awarded first prize in the 1946 National Father's Day advertising gon- 
test, sponsored by the National Father's Day Council, for the best advertisements this year. McKelvy's campaign, for Sea- 
forth men's toiletries, represented the largest outlay of any men's line manufacturer, and included this four-color spread in 


SOAP BOX EVOLUTION—How the soap box has improved since 1933, and 


been put to better use, is shown in one of a series of full-color ads run by 


Chevrolet Motor division in newspapers co-sponsoring the ninth running of the 
famous derby. (Story on Page 62) Life, as well as four-color and black-and-white pages in other national magazines. Morse International handles the account. 
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Buys Newscast 


McMahan Furniture Store Ss, 
through the M-C-M Advertising 
Agencyy"Santa Monica, Cal., will 
begin sponsorship of “Knox Man- 
ning, News” on the Columbia Pa- 
cific network Aug. 6, for 52 weeks. 
Newscast will be aired Mondays 
through Fridays, 1-1:15 p.m., PST. 


Rickard & Co. Moves 


Rickard & Co. New York, 
has moved to larger quarters on 
the 14th floor of the McGraw-Hill 
building. 


Arrco Names Gross 


Arrco Playing Card Company, 
Chicago, has appointed the H. M. 
Gross Company, Chicago, to 
handle its advertising for Dura- 
tone and Club Reno playing cards. 
Full-page color ads are scheduled 
in leading national Magazines, be- 
ginning in the fall. 


Lyon Elects Spackman 

H. B. Spackman, vice-president 
in charge of sales of Lyon Metal 
Products, Aurora, IIl., has been 
elected executive vice-president 
and general sales manager. 


St. Paul Covers Half | 
the 9th Largest Market! 


@ Sales potentialities in St. Paul are as massive 
as the towering truck you meet on a narrow 


road. 


Nearly 800,000 population with more than 
$1,000,000,000 effective annual buying income 
makes St. Paul-Minneapolis the 9th largest mar- 
ket in the United States.* 


The St. Paul 


a a 


half 
ats St. Paul Dispatch-Pioneer Press wi 


is covered only by the 


163,387 


combined city zone circulation. No other daily 
newspaper has even as much as 10°/, coverage 


of St. Paul families. 
*From U 5S. 1940 Cenéus. 
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Chevrolet Backs 
Soap Box Derby 
with Color Ads 


(Picture on Page 61) 

AKRON — Finals will be held 
here Aug. 18, for the first time 
since 1941, in one of the largest 
sporting contests in the nation, the 
All American Soap Box Derby 
sponsored by Chevrolet Motor di- 
vision of General Motors, its deal- 
ers and 121 U. S. and foreign 
newspapers. 

Between 30,000 and 50,000 boys 
this summer are competing to 
enter the finals in the ninth stag- 
ing of the juvenile car race, and 
about 4,000,000 people are ex- 
pected to attend the local and na- 
tional final contests. First prize 
is a $2,000 four-year college 
scholarship. 

Promotion of the competition 
this year includes extensive pub- 
licity by the 121 newspaper spon- 
sors and Chevrolet’s full color car- 
toon ads carried in comic sections 
of the sponsoring papers and in 
dailies in 11 other cities where civ- 
ic groups support the derby. The 
‘ads mark Chevrolet’s first use of 
color comics. Copy excludes sales 
‘angles and mentions Chevrolet 
| sparingly. 
| Campbell-Ewald Company, De- 
troit, is agency for Chevrolet. 


HERBERT C. ROWELL 

Los ANGELES—Herbert C. Row- 
ell, 80, with the McGraw-Hill 
'Publishing Company since 1910, 
|most recently as assistant district 
manager of the southern Cali- 
fornia district, died at his home 
here July 22 following several 
weeks of failing health. Before 
joining McGraw-Hill, Mr. Row- 
ell founded weekly newspapers at 
Morristown and Bernardsville, N. 
J., and was general manager of 
the Evening Journal, Hancock, 
Mich. In 1910 he joined Metals 
and Minerals, a predecessor of 
Coal Age, which McGraw-Hill 
purchased four years later. In 
1929 he was transferred to Los 
Angeles. 


ARTHUR L. FAGAN 

Hosoken, N. J.—Arthur L. Fa- 
gan, editor and co-publisher of 
the Jersey Observer, Hoboken 
evening newspaper, died today 
(July 28) at his summer home 
near Saranac Inn, N. Y. He suf- 
fered a heart attack after a game 
of tennis. He was 47. 

Mr. Fagan succeeded his father 


COLLINS MILLER & 
HUTCHINGS 


Pate Eprus 


| 
| 


| 
| 
| 


| 


| 
| 


207 N. MICHIGAN AVE. CHICAGO 


as co-publisher of the newspaper, 
having joined the Observer after 
graduation from Princeton in 1921. 
He served as a private in World 
War I. Besides being a director 
of the Jersey Publishing Company, 
Mr. Fagan was a director of the 
Trust Company of New Jersey 
and the Colonial Life Insurance 
Company. 


FRANK NUENEUBELL 

Cuicaco—Frank Nueneubell, an 
executive of A. C. Nielsen Com- 
pany and son-in-law of Mr. Niel- 
sen, who died July 26 after sev- 
eral weeks’ illness, was buried 
July 29. Mr. Nueneubell had re- 
turned to the Nielsen organization 
recently after service as an officer 
in the Navy. 


WILLIAM McK. McINTOSH 

ToroNto—William McKay Mc- 
Intosh, publisher of the San An- 
tonio Light, died here July 28 
following an operation. He had 
been spending a vacation in Can- 
ada. 


Issues Travel Folder 


Mac Wilkins, Cole & Weber, | 
Portland, Ore., has produced an | 
illustrated travel folder for na- 
tional distribution through the 
Portland Chamber of Commerce | 
to advertise Oregon as a vacation- | 
land and as a place to establish | 
homes and new businesses. 
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WDAR Joins ABC; 
WAYS Boosts Power 


WDAR, new 250-watt station 
under construction in Savannah, 
|Ga., will become an affiliate of the 
|American Broadcasting Company 
Sept. 1. 
| Another ABC affiliate, WAYS, 
| Charlotte, N. C., has been granted 
/an increase in daytime power 
from 1,000 to 5,000 watts. 


G-E Appoints Two 


George W. Griffin Jr. has been 
appointed manager of the general 
news bureau in the advertising 
and publicity departments of Gen- 
/eral Electric Company, Schenec- 
tady. Clyde D. Wagoner has been 
named to direct broadcasting pub- 
licity and special events. 


Moves L. A. Offices 


The Los Angeles office of Rey- 
nolds-Fitzgerald has moved to the 
sixth floor of the Van Nuys build- 
ing, 210 W. 7th St. Robert E. Pitt, 
recently released from the Navy 
and before that with J. Walter 
Thompson Company, has joined 
the staff. 
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‘Seventeen’ Buys 
Mutual Net Show 


NEw YorK — Seventeen, pub- 
lished by Triangle Publications, 
has purchased a new half-hour 
Mutual network show, “It’s Up To 
Youth,” through the Al Paul Lef- 
ton Company. Commercials will 
be institutional in nature. 

The program will open Aug. 
21, to run for six weeks on sta- 
tions WOR, New York, and WIP, 
Philadelphia, only. On Oct. 2 it 
will go on the full network, 
Wednesdays at 8:30 p.m. 

The show consists of a dra- 
matic sketch followed by a forum 
discussion in which a number of 
juveniles comment on problems 
posed by the playlet. Bill Slater 
will serve as moderator. 


Appoints Holstein 

C. Frank Holstein has been ap- 
pointed space representative for 
the state of Michigan for Radio- 
Craft, with headquarters at 307 
Boulevard building, Detroit. 


man’s market. . . 


readers, coast to coast . 
ores of new advertisers’. . . 


ie 


oe 


-larger shadow over the entire sports 
attracting thousands of new 


. . pulling results for — ie 
rolling up re- , 


markable gains in circulation and advertising 


’ 


linage. _ 


"Below are brief facts on Outdoo 
st performance. They foreshadow the re- 
sults which advertisers can expect from the 


“magazine that’s 
spending sportsmen. 


tops w 


fective January issue): 300,000 A.B.C. 


— circulation. — 


ADVERTISING LINAGE 
| tp 368.5% 


vertising. 


Se ase: 
(latest figures): 85,42 I lines of ad- e 


18,546. In 1945 


For over one hundred 
mous advertisers, results grow 
as Outdoors grows. To length 
en your sales shadow in the 
sportsman’s market... | 


OUTDOORS MAGAZINE 


136 FEDERAL STREET 


BOSTON 10, MASS. 
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Preserve Council 
Readies First Ad 
Drive for Fall 


Cuicaco—The Preserve Indus- 
try Council’s long-heralded na- 
tional advertising drive will open 
with a four-color two-page bleed 
ad in The Saturday Evening Post 
Oct. 26, Malcolm D. Haven, secre- 
tary and promotion director of the 
council has announced here. 

The first ad will be followed 
by full-color half pages in both 
the McCall’s and the SEP in No- 
vember, December and January. 
Page ads in food trade publica- 
tions will announce the campaign 
early this fall. 

The initial ad, headlined 
“Brighten Up the Breakfast 
Toast,” will feature a large illus- 
tration of a slice of toast and stress 
the appeal of jams and jellies as 
a spread for toast. The entire 
drive is pointed at the breakfast 
market. 

To help members merchandise 
the campaign, the council has pre- 
pared a four-page folder on the 
drive, with instructions on how 
to tie in with the ads through 
members’ promotion in other me- 
dia. Chain stores and wholesalers 
are being informed of the pro- 
gram, and a full color poster has 
been prepared for retailers’ use. 

Leo Burnett Company handles 
the account. 


I'wo Groups Deny 
Merger by Drys 
for Liquor Fight 


CuiIcaco—Spokesmen for the 
American Businessmen’s Research 
Foundation and the Illinois Anti- 
Saloon League have emphati- 
cally denied reports that they 
would join a united front of dry 
crusaders and declared that they 
knew of no such move on the parts 
of their own or other groups. 

Alonzo E. Wilson, executive di- 
rector and treasurer of the Amer- 
ican Businessmen’s Research 
Foundation, told AA that the 
foundation is completely impar- 
tial insofar as dry sentiments are 
concerned. He added, however, 
that most of the studies made 
by the foundation were made for 
dry groups, including the WCTU, 
which paid for surveys. 


Furnishes Facts 


The Foundation was organized 
in 1930 and now has about 10,000 
members, each of whom contrib- 
utes a minimum of $1 per year, 
although there is no limit to how 
much each may donate. Mr. Wil- 
son pointed out that the founda- 
tion does not advocate laws nor 
does it foster “don’t drink” cam- 
paigns. It does, however, furnish 
facts regarding liquor traffic to in- 
terested groups all over the coun- 
try who currently are spending 
an aggregate of about $300,000 for 
publication of material furnished 
free by the foundation, which 
spends less than $30,000 annually 
in preparation of mats and other 
publicity material. 

More than 50 types of businesses 
and professions are represented in 
the foundation’s membership, Mr. 
Wilson said. Among the mem- 
pers is listed Publisher Frank 
Gannett. 

R. D. Dexheimer, state super- 
intendent of the Illinois Anti-Sa- 
loon League, told AA that while 
the league has no connection with 
any reported concerted dry move- 
ment besides its own aims, “the 
fight is on.” 

“There is no truth to it,’ he de- 
clared when asked if the league 
would join forces with any other 
dry group or help raise funds for 
such action. 

The league is sending its own 
publication to about 12,000 sub- 
scribers. 


9 Out of Every 10 Sleeping Cars Now in Service 
Belong in Museums! What Can Be Done About It? 


The € & © Repeats tts Offer! 


C&O AGAIN—Latest Chesapeake & 

Ohio Lines’ crusade is against out- 

moded Pullman equipment. Through 

Kenyon & Eckhardt, this copy ran in 

51 newspapers in 19 cities and in busi- 
ness and financial papers. 


Allis-Chalmers 
Drops Symphony 


NEw YorK — Reports that the 
strikebound “general” machinery 
division of Allis- Chalmers Mfg. 
Company, Milwaukee, would drop 
sponsorship of the Boston Sym- 
phony on the ABC network (AA, 
June 24) were confirmed here with 
the network’s announcement that 
the B. F. Goodrich Company’s ‘‘De- 
tect and Collect” program will be 
shifted into the symphony’s Satur- 
day night spot beginning Aug. 17. 

With its move from Thursdays 
at 9:30 p.m. to Saturdays at 9:30 
p.m., the Goodrich show, handled 
by Batten, Barton, Durstine and 
Osborn, will increase its air time 
from 25 to 30 minutes. 

The network reported the sym- 
phony series will end Aug. 10 
with termination of the current 
contract with Allis-Chalmers, but 
that the orchestra will return to 
the air in a new time spot in the 
fall whether a new sponsor is 
found or not. 

Compton Advertising has the 
account. 


FTC Firm on Use 


of ‘Free’ in Ads 


New YorK—The National Bet- 
ter Business Bureau, prompted by 
“the current use of ‘free offers’ 
by certain advertisers in apparent 
conflict with the Federal Trade 
Commission’s stated position on 
the use of the word ‘free’,” has re- 
leased correspondence between the 
bureau and the commission’s secre- 
tary clarifying FTC’s position. 

The bureau asked Otis B. John- 
son, FTC secretary, whether the 
FTC ruling in the Bradley Boston, 
Inc., case continued to represent 
the FTC position on “free” “and 
particularly whether the commis- 
sion’s position is that the word 
‘free’ may not be properly used to 
designate articles that are offered 
in connection with the purchase of 
other articles and delivered only 
upon condition that some other 
article be purchased.” 

Mr. Johnson replied that the pro- 
visions of the Bradley Boston case 
still held and that “it is the com- 
mission’s position that the word 
‘free’ may not be properly used” 
as defined in the bureau’s query. 


Evans Names Bassett 


Frederick P. Bassett Jr., for- 
merly associate editor of Amer- 
ican Lumberman, has been ap- 
pointed director of the public re- 
lations division of Evans Asso- 
ciates Company, Chicago. 


Last Minute News Flashes 


Seagram Promotes Farm; Launches New Brands 

New YorkK—Seagram-Distillers Corporation will run full pages in 
four colors in Collier’s, Newsweek and Time with institutional copy 
describing the work of the Seagram experimental farm in helping 
farmers achieve maximum utilization of farm products. Copy will 
stress the use of distillers’ grain by-products as feed. Warwick & 
Legler is the agency. 

Two new Seagram brands are due to hit the market soon and both 
are expected to receive advertising support, according to trade sources. 
Gallagher & Burton’s White Label is a completely new brand, and 
Carstairs 1788 is a revival of a prewar product. In addition, Four 
Roses will be changed from a blend of straight whiskies to a spirit 
blend. 


Scotch Scotch Featured in New Drive 

New YorkK—“Next time you order Scotch insist on getting Scotch 
whisky, made in Scotland, the only whisky which can legally be 
labelled and called Scotch whisky,” is the theme of a new campaign 
of International Distributors, for Whiteley’s King’s Ransom, breaking 
with a full page this month in The New Yorker. Copy will appear 
also in Chicago and New York newspapers. Lawrence Fertig & Co., 
New York, is the agency. 


Sutho Suds Account to Gardner 


St. Louis—Gardner Advertising Company has been appointed to 
handle the account of Sutho Suds Company, Indianapolis, which is 
planning an extensive campaign. The company has been using news- 
papers primarily, in its market, which covers the Middle West and 
certain western states. L. C. MacGlashan is the account executive. 


Ayer to Handle Two New Sherwin-Williams Products 

CLEVELAND — Sherwin-Williams Company and its affiliated com- 
panies have appointed N. W. Ayer & Son for two new packaged 
products soon to be introduced. Status of Newell-Emmett, which 
handles the bulk of the Sherwin-Williams account, will not be 
changed. 


Manning Named Decca Records Ad Manager 

New YorK— Edwin H. Manning has been appointed advertising 
manager of Decca Records, Inc., succeeding Leonard Schneider, who 
has been elected vice-president. Mr. Manning joined Decca four years 
ago as a copy writer and later became assistant advertising manager. 


tee effective Feb. 1; 1947. 


700,000 Guarantee Announced by ‘Sports Afield’ 


MINNEAPOLIS—Sports Afield has announced a 700,000 ABC guaran- 
Its current guarantee is 500,000. 


When OPA Raises 
$68 Newsprint 
Is ‘Guess’ -ANPA 


NEw YorkK—The current news- 
print bulletin of the American 
Newspaper Publishers Association 
warns its members that the $68 
base price is now the maximum 
price that can be paid under the 
newly revived OPA bill. All Ca- 
nadian mills had _ previously 
boosted their prices $6.80 above 
the former ceiling to compensate 
for the revaluation of the Canad- 
ian dollar. 

“At this time it is a guess as to 
when OPA will take action,” the 
bulletin said. 

The OPA advisory committee 
.met in Washington Monday, but 
was reported to have made no re- 
commendations pending opinion 
from the OPA legal staff as to pro- 
cedure. On June 10, the committee 
was persuaded to withdraw its re- 
quest for a suspension of ceilings. 

Washington sources say _ that 


most probable figure for the new 


bogs will bring the price to 


$78 a ton, as compared with a pre- 
war price of $50. Some sources, 
however, predict complete decon- 
trol of newsprint and estimate a 
temporary rise to about $90 a ton 
in an unrestricted market. 


Appoints Shaw-LeVally 


Standard Milling Company, Chi- 
cago, has appointed Shaw-Le- 
Vally, Chicago, to handle the ad- 
vertising for its grocery products 
division, which includes Ceresota, 
Heckers’, Aristos and Eskimo 
brands of family flour. 


Koken Appoints Olian 


Olian Advertising Company, St. 
Louis, has been appointed to 
handle the advertising of Koken 


Mutual Seeks 
Junior's Ear 


New YorK—Bidding for an un- 
broken hour and a quarter of 
Junior’s radio listening time, Mu- 
tual will uncork the most impres- 
sive network lineup of “kid 
shows” on the air Sept. 9, as a 
result of having acquired the se- 


rial, “Hop Harrigan,’ heard on 
ABC last season for General 
Foods. GF cancelled “Hop” last 
May. 


Mutual is reported confident the 
serial will be sold, but will begin 
it as a sustainer if no buyer is 
signed in the meantime. 

The Monday - through - Friday 
lineup starting Sept. 9: “Adven- 
tures of the Sea Hound” (pres- 
ently unsponsored), 4:45 p.m.; 
“Hop Harrigan,” 5 p.m.; Kellogg’s 
“Superman,” 5:15 p.m.; Wander 
Company’s “Captain Midnight” 
for Ovaltine, 5:30 p.m., and Ral- 
ston’s “Tom Mix,” 5:45 p.m. 


Chesterfield, Some 
Cigar Prices Raised 


Liggett & Myers Tobacco Com- 
pany has raised the wholesale 
price of Chesterfields and other 
cigarets by about 3%, or about 
4% cents a carton. Increased re- 
tail prices have also been an- 
nounced by Bayuk Cigars, Inc., 
for Phillies and Phillies Deluxe 
cigars; by General Cigar Com- 
pany for White Owls; by Consoli- 
dated Cigar Corporation, for Har- 
vesters, and Webster Tobacco 
Company for Webster brands. 
Prices of higher priced cigars gen- 
erally remain unchanged. 


Prints Fishing Magazine 

American Fisheries, published 
by Log Publications, Chicago, a 
new monthly business paper for 
the commercial fishing and sea- 
food industry, will appear Oct. 10. 


Companies, St. Louis, maker of | The magazine will be divided into 
barber and beauty shop supplies. | five sections: Fish production and 


tleslitiipaiaiiajinaiie | boat operation; filleting and pack- 
Catholic Press Moves 


/aging; refrigeration; processing, 
|and merchandising and distribu- 

The Catholic Press Association | tien. The first issue will be 
has moved its national headquar- | mailed to 12,000 fishing boat own- 
ters from 543 Russ building, San/ers and operators, processors and 
Francisco, to 600 S. Michigan Ave.,| wholesalers throughout the coun- 


Chicago 5. i try. 


13% Rise in Cost 
of Printing Seen 
for Publications 


WaASHINGTON—A dire prediction 
of doubled prices for printing 
throughout the country has been 
issued by the Graphic Arts Associ- 
ation of Washington, based on 
newest demands of the typo- 
graphic unions. 

The local typographic union is 
now demanding $3 per hour (pres- 
ent scale $1.53); four additional 
paid holidays; three weeks’ vaca- 
tion at double pay; double pay’ for 
all overtime; anda number of 
other concessions. 

All this adds up to an increase 
of exactly 136% in the over-all 
time rate, the employers say. Since 
the wage cost on periodical print- 
ing, which is the bulk of the print- 
ing done in Washington, runs to 
54% of the total sales price, meet- 
ing the typographers’ demands 
would mean a “minimum addition 
of 73% to the price paid by pub- 
lishers, “assuming all other costs 
remained constant,” the employ- 
ers’ group says. 

The Washington employers’ 
group says it cannot accede to the 
union’s demands, but that it will 
counter with a proposal for “a fair 
wage increase and a formula to 
compensate for inflationary cost of 
living rises.” 


Condition Nation-wide 


Lest buyers of printing outside 
the nation’s capital assume that 
the demands of the Columbia 
Typographical Union are interest- 
ing but unimportant to them, the 
Washington employers point out 
that whatever happens there is al- 


most certain to be reflected 
throughout the nation’s printing 
industry. 


Demands which differ in detail 
but in general are the same have 
already been made by the Chi- 
cago typographical union, where 
a scale of $3.02 an hour is sought, 
and according to the Washington 
printers, similar demands. will 
shortly be made in other major 
printing centers. 

“The printing industry is calling 
upon its unions to recognize that 
the ability to pay is based on the 
ability to produce,’ the Washing- 
ton employers say. ‘Shorter hours, 
additional vacations with pay, paid 
holidays and similar demands all 
tend to reduce the amount of 
printing produced. We fear that 
the unions in their unreasoned 
rush toward greater protection for 
their members will be contrib- 
uting to an inevitable bust.” 


G-E to Build Radio 
Relay Network 


General Electric Company an- 
nounced Friday that Globe Wire- 
less, Ltd., and International Busi- 
ness Machines Corporation have 
transferred to G-E, subject to FCC 
approval, permits to build and ex- 
perimentally operate a New York 
City-to-Schenectady micro - wave 
radio relay network as a Carrier 
for television and FM programs, 
facsimile and business machine 
circuits. 

Globe has an option to buy the 
network after it has been “proved 
in,” G-E reported, and has plans 
to extend the relay facilities west- 
ward toward Chicago. 


Separate Issues for 
‘Breeder's Gazette’ 


A footnote in the farm publica- 
tion linage tabulation in the July 
22 AA indicated that Breeder’s 
Gazette had combined its July and 


August issues into one last year 
and this. These issues were com- 
bined last year, but are being 


'published separately this year. 
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HERON 
(Spearing) 


HUMMING BIRD 
(Siphoning) 


SS 
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WOODPECKER 
(Boring) 


HE DIFFERENT BEAKS shown above are specially 
4 pre for spearing, tearing, siphoning, scooping, 
boring, or probing. 
They illustrate why naturalists are continually amazed 
at the number of ingenious ways in which Nature helps 
her children solve the problem of getting food. 


An advertiser who is being well-served by his adver- 
tising agency should feel somewhat like the naturalists. 


(Tearing) 


PELICAN 
(Scooping) 


WOODCOCK 
(Probing) 


Naturalists are continually amazed 


He should be continually amazed at the number of 
ingenious ways in which his advertising agency helps 
him solve the problem of making sales. 


YOUNG & RUBICAM, INC. 
ADVERTISING 


New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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